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New Irwin adapter shank bits 


fit both hand braces and power drills 


32T 
Electrician 


Remember: Bit users like the Irwin Adapter Shank 
. . . repeat sales are much higher. 





Big market...big volume sales to plumbers, electricians, 
carpenters, utility and construction workers, general repair and 


maintenance crews — many others. 


Taper square shank 
fits hand braces 


Cut off taper square and use in both 
power drills and hand braces 


No other bit has these high-appeal features 


@ One Irwin Adapter Shank does the work 
of two regular type bits — cuts inventory 
costs by 50% for users of both bit braces 
and power drills. 

@ Fewer bits to stock and carry in tool box, 
easier selection speeds work on the job. 

© Lower priced than other electric drill bits 
made with a regular single usage shank. 

e Precision ground to run true with screw 
point. No wobble, no run-out when used in 
power drills. The 6 evenly-spaced “Hex 
Flats” chuck perfectly in either power drills 
or bit braces. 


© 10 types available — 4/16” to 17/16” 
boring range in solid center and single twist 
designs. 

@ Twist lengths from 3” to 18” for normal 
and extra deep boring. 

e Equally efficient for boring in both fin- 
ished wood and rough timber. 

@ Screw pitch on all 10 types engineered 
and designed to properly accommodate elec- 
tric drill speeds. 

@ Highly polished and heat tempered full 
length for longer life. See Irwin Catalog 
No. 52 for other high-appeal features. 


Order from your Irwin wholesaler today 
The Irwin Auger Bit Co., at Wilmington, Ohio, since 1885 

























DISPLAY THESE TOOLS 


They all come to you in 
attractive colorful displays 


Every person who enters your 
store is a good prospect 


Caler 


Now is the time to display these new 


DO-IT-YOURSELF TOOLS 
A COMPLETE KIT OF REGLAZING TOOLS 








No. 600G This unusual kit contains six professional type tools designed 
for the amateur. It includes a glass cutter, an electrical putty softener, an 
automatic glaziers point pusher, a putty knife, a can of glazing compound and 
a window scraper. A booklet explains in simple terms how each operation is 
performed. The display carton is compact, colorful and attention compelling. 


OR THE INDIVIDUAL TOOLS ATTRACTIVELY PACKAGED 





HM 50 PUTTY SOFTENER This electrical tool is designed for the amateur, 
but will perform like the professional models. It will cause hard putty in an 
old sash to soften quickly. 


No. 15 DIAMOND CLIPPER Only one hand is required to operate this 
unique tool for driving glaziers points. It abolishes the old method of triangle 
points and hammer, often resulting in broken glass. 





No. 99 TINY TRIMMER This window paint trimmer is entirely different. 
It has two self-sharpening blades. One for use on the inside and the other for 
the outside of the window (there is a difference). Both blades are designed to 
trim at one end and scrape at the other. 


BUY THESE TOOLS FROM YOUR JOBBER 





SIMPLICITY OF OPERATION—this has always ruled 
the roost at LAWN-BOY engineering headquarters. 
Improvements in power-mower design, originat- 
ing at LAWN-BOY, are copied into later models 
of the imitators. But only LAWN-BOY engineers 
know why they design mowers that way, with 
every improvement contributing to simpler oper- 
COMES NATURALLY FROM THE ation: LAWN-BOY ‘“‘know-why’’ produced the simple 
LAWN-BOY engine (see below) . .. the simple 
Activated Pilot Wheel . . . the simple front-dis- 
charge grass spray ... 


? 


...and so it is with AUTOMOWING, the simplest, 
DESIGN OF most foolproof self-propulsion system ever engi- 
neered into a power mower. The new LAWN-BOY 


Automowers are the last word in self-propulsion 
simply because they’ve been designed from the 
inside out by the greatest power-mower engineer- 
ing brains in the world. 


REMEMBER—Nobody spends his last dollar to buy 
a power mower. If he can’t afford the very best— 
LAWN-BOY—he can’t afford a cheap imitation for 
a few dollars less, either. So why should your 
customers accept less than LAWN-BOY quality when 
it’s there to be had at such a low price? Get your 
share of the market for the fastest-selling power 
mower of them all! 


LAWN -BOY 


LAWN-BOY, Lamar, Mo. «Division of Outboard Marine Corp., 
makers of dafnmsaon and Evinrude Outboard Motors 
In Canada: LAWN-BOY, Peterborough, Ontario 

The NEW IDEAS are LAWN-BOY IDEAS 


Simple, positive electric starting without batteries, new optional 
LAWN-BOY feature, opens up extra sales opportunities. Electric 
starter fits also on 1955 and 1956 Deluxe LAWN-BOY models! 





a  _ 7 
Best because it delivers 3200 rpm with power to spare—every piston 
stroke a power stroke for smooth, vibration-free operation. Two-cycle 
also means simplicity—a minimum of moving parts... easy, one-pull 
starting . . . no messy oil changing . . . simple, efficient carburetion and 
ignition .. . and light weight, keeping LAWN-Boy free and easy on the 


lawn. Take advantage of this tremendous sales advantage! The LAWN-BOY engine — best for PS cutting 
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Here’s the package combination everyone’s been waiting for . . . the fa- 
mous 10-cup Universal Coffeematic with the Flavor-Selector and its 
companion Universal Automatic Toaster. Offer both at a saving that 
makes an irresistible bargain. Two of a kind, in quality, in auto- 
matic convenience and in reputation for value that marks all Univer- 
sal products. Get your order in now for this value-packed pair. Your 
customers will be reading about it in the top national magazines. 


TWINS IN QUALITY 

The perfect compliment to any table. Each bears the famous escutch- 
eon that marks it as Universal quality, each has the graceful lines 
that has made it the favorite. Here’s twin value everyone can see. 
Together, they offer a fabulous value at an unbelievably low price. 


TWINS IN PERFORMANCE 
Each has the same craftsmanship and accuracy built into its famous 
automatic action. Together, they produce the finest flavored coffee 
and most perfectly browned toast that can be made in modern appli- 
ances. It’s the perfect pair in beauty, performance and value. 


4 


PRESENTS THE 
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A *492° VALUE 
BOTH FOR ONLY 


$3929 


THE TWIN ANSWER TO | 
EVERY GIFT OCCASION 








MAKE MORE IN '57...GO UNIVERSAL! 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. f 
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Check List of 
Popular AMERICAN Chains 
for Your Farm Customers... 


e@ When you look over the following list of chain uses on the farm 
(and this is only a partial and incomplete list!), you realize that your 
farm customers can easily be your best customers for the wide variety 
of chain items offered by AMERICAN CHAIN. 

Your farm customers need quality chains for almost countless uses 
—every day in the year. You can turn their needs into your profits by 
stocking and displaying a full assortment 
of AMERICAN CHAIN items on your shelves 
and counters all the year around. 


For prompt service, order from your 
AMERICAN CHAIN wholesaler. 



































ACCO 


products 











Sell AMERICAN Chains for: 


(] Fastening gates [] Porch swings 


|] identifying, controlling, () Furnace regulating 


hobbling and picketing C1] Stringing fish 
farm animals 


D hai d e 
C) Anchoring boats |] Dog chains and runners 


|] ...also cotter pins 
and 
(_] Holding end gates repair links 


L_] Work shop uses 


(] Holding wagon boxes 


ACCO Chain Sales-Maker 


Your customers will buy chain when they can see it and 
feel it on your ACCO CHAIN SALES-MAKER. Pictured at right 
is Assortment No. 38, our most popular one, containing— 


175 ft. 2/0 Tenso Chain, Bright Zinc Plated 
125 ft. 3/0 Lock Link Chain, Bright Zinc Plated 
200 ft. 3 Tenso Chain, Bright Zinc Plated 
75 ft. 2/0 Twist Machine Chain, Bright Zinc Plated 
100 ft. 35 Sash Chain, Bright Zinc Plated 
200 ft. 1/0 Brass Safety Chain, Bright Finish 
200 ft. 16 Double Steel Jack Chain, Bright Zinc Plated 






The newly designed acco 
packages, in attractive blue and 
gold, make it easy for customers 
and salespeople to locate any pack- 
aged chain item in seconds. Dis- 
play these colorful packages on 
your shelves and counters for your 
farm customers’ convenience. 









American Chain Division 


AMERICAN CHAIN & CABLE 


York, Pa., Atlanta, Boston, Chicago, Denver, Detroit, 
“— | Houston, Los Angeles, New York, Philadelphia, Pittsburgh, 
y, Portland, Ore., San Francisco, Bridgeport, Conn. 





KI Order from your nearby 
AMERICAN CHAIN wholesaler 
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Editoria 


by W. A. Phair 


Isa profit acrime... 7 


“Listening to some of these fellows talk, you’d think that making a 
profit is a crime. Judging by some of the things they say and some of 
the things they do, you would think they were being paid to run a 
charitable institution. 


“How long is it going to take to make them realize that the only 
reason any of us is in business is to make a profit.” 


This was the comment of one wholesaler, as he expressed it to me 
during the recent Southern Hardware Convention. He wasn’t talking 
about southern distributors, he was talking about wholesalers gener- 
ally. And I think he was expressing the feelings of a great many 
wholesalers. 


This conversation took place on the edge of the pleasant swimming 
pool at the convention hotel. As my friend warmed up to his subject, 
I could see a red flush slowly covering his face. I thought I saw the 
top of his head beginning to vibrate. For a few moments it appeared 
that he might blow his top. So we gently eased him into the pool to 
cool off. 


I have a strong suspicion that many of the distributors at the con- 
vention took a dip in the pool to cool off from the animated and ener- 
getic conversations on profits that sparked up whenever two whole- 
salers got together. 


This convention was, indeed, a working convention. At the sessions, 
during the social hours and even in the after-hours, the chief subject 
was ... how do we put some profit back into the wholesale business. 


Of course, conversation itself isn’t going to help a darn bit. It is 
going to take action, real action. But where do you start? 


It seems to me that the first thing you have to do is to set down in 
black and white the fact that the only reason you are in business is to 
make a profit; and that making a profit is not a crime. It may sound 
silly to suggest this, but so often when a dealer and a wholesaler get 
together, or when a wholesaler and a manufacturer meet, the conversa- 
tion goes all around the bush and touches on everything but the word 
profit. 


Then, if it is agreed that it isn’t a crime to make a profit, then what 
is stopping so many of us from making a decent profit? 


One thing, many distributors will say, is the lack of adequate 
margins. The trade needs bigger margins. That may be so in some 
instances, but there is also another side of this picture. That is the 
cost of doing business at the wholesale level. This operating cost figure 
runs all the way from around 10 percent to close to 20 percent. 











Editorial 


continued 


How should a manufacturer calculate his margin set-up? What oper- 
ating cost figure should he use? Suppose he takes a higher range and 
increases his margin allowances. He must then increase his prices. A com- 
petitor comes along and decides he won’t increase his margin, but will con- 
centrate his distribution through other outlets and undersell the high- 
margin manufacturer. Who gains or loses from that? 


It seems to me that the margin problem must also be tackled from the 
viewpoint of reducing the cost of doing business at the wholesale level. 
Now, that’s a darn sight easier to say than to do, but there are some signs 
that some houses are successfully doing just that. 


Where do you start... ? 


I don’t think that many wholesale houses are going to get down to a 10 
percent cost figure for a long time. That figure may actually be too low, 
under some circumstances. But certainly with all the competition that is 
coming from other types of distribution, today’s costs must be brought 
down somewhere. 


Where can costs be cut? There’s no simple answer to that. Each house 
has a different problem. In some cases, one of the headaches is high adminis- 
trative costs. Too much top brass, in other words. It takes a lot of courage 
to tackle a situation like this, but if a business is to be kept profitable, 
drastic surgery is going to be necessary. 


Material handling and office procedures are two other sources of great 
potential for cost savings. A number of wholesalers have gone after this 
by building new warehouses and using every modern device for low cost 
order handling. 


On the other hand, some houses are using the same methods that were 
popular 25 years ago. Now, nobody welcomes change, but change is vital 
if one is going to meet today’s challenges. The dealer and the manufacturer 
face this problem the same as the whoelsaler. And here is a spot where 
change will do much good. 


The action of the Southern Wholesale Hardware Assn. in encouraging 
regional workshop sessions on warehouse operations, and its plans to extend 
these to include studies of office procedures, will be of very great value in 
attacking this phase of the cost problem. 


This sharing of experience, this comparing of procedures with other 
wholesalers can be tremendously helpful in cutting costs. 


Wholesalers who attended the sessions on warehouse operations have been 
extremely enthusiastic about the ideas they received from them. The same 
experience will no doubt come from the new series of meetings. Here is one 
way of attacking the cost problem. Let’s hope many southern distributors 
will take advantage of it. 
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Finest closer in low-cost field 


new 





ILCO 3003 


featuring new Spring- ball Valve a For 


In conventional valves, momentum of Pr. Va nanan 
the closing door causes over-compres- hi ft} 
sion which results in a “close- bounce 
back-close” action. In the new ILCO 
3003 the spring-held ball yields before Ny WG 
over-compression occurs. Speed of aS 

closing is uniform and fully controlled. erevenie door | = Rie nce” 


ad 
> 
- 





immediate delivery 
a= SPRINGTIME LEADERS 






iLcoO 
Tubular 

Latch Set 
No. 3426P 





Most popular set in town! 


A best-seller year after year. Latch bolt is oper- 
ated by knob and lever. 134" backset. In polished 
wrought brass. For use on right or left-hand doors. 


INDEPENDENT LOCK CO. 


Fitchburg, Mass. 
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Trading stamps make news... 


Federal Trade Commission to issue complaint 


Small Business group to report to Congress 


Agricultural Dept. gives lowdown to housewives 


The Federal Trade Commission’s investigation of 
the trading stamp industry is winding up. 

Complaints against at least one trading stamp firm 
have been drafted by the FTC staff, and if approved 
by the Commissioners, will be issued. 

The complaints will not outlaw trading stamps. 
They may, however, force the stamp firms to change 
some of their methods of operation. This may result 
in dealers having more freedom in dealing with the 
stamp firms, officials say. 


Congressional action 


FTC’s actions will touch off Congressional action. 

The Senate Small Business Committee will use the 
complaints, if they are issued as expected, as the 
basis for a report to Congress. 

Should the FTC report that present laws do not 
permit a complaint against stamp operations, the 
Senate committee will hold hearings and attempt to 
draft legislation to control any “evils” it believes 
are connected with stamps, a Committee spokesman 
Savs. 

FTC officials expect the complaints to be tested in 
lengthy court actions. 


False advertising? 


The FTC’s year-long probe of the $700 million-a- 
year trading stamp industry has centered on possible 
false advertising by firms claiming stamp premiums 
are free when prices are raised to cover their cost. 
Other possible violations include unfair methods of 
competition in giving one store in an area exclusive 
rights, and whether there has been discrimination 
between one store and another in the charges for 
stamps. 

On another front, the U. S. Agriculture Depart- 


10 


ment will publish sometime within the next month 
or so, its second report on trading stamps. 


Consumer report 

The new report is written for consumers. It at- 
tempts to indicate to the housewife the costs of 
trading stamps in food merchandising. 

A Department official told HARDWARE AGE that the 
report, unless changed, will tell consumers that trad- 
ing stamps do increase the price of food in most 
cases. 

It will also say that the cost of stamps can usually 
be absorbed by higher volume when only one store 
in an area handles them. 

And it will report that the average price increase 
in food stores using stamps is 2 to 2.5 percent. 


Refund value 

A spot survey conducted in Washington, D. C., will 
be quoted in the report to show that, based on the 
prices of 25 standard articles in both department 
stores and discount houses, the refund value of 
stamps range from $1.54 to $2.32, based on list prices, 
and from $1.04 to $1.53, based on discount prices, for 
each $100 of purchases. 


Watch for the FTC complaints. When they are filed, 
read them carefully. Then write your experiences and 
reactions to stamps, and to the complaints, to the 
Senate Small Business Committee, Senate Office Build- 
ing, Washington 25, D. C. In about a month write to 
the Agriculture Marketing Service, U. S. Agriculture 
Department, for free copies of its latest report on 
stamps. 
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MODEL NO. 1350 


POWER TRIMMER 
Completely New 


WITH EXCLUSIVE FEATURES! 


The new Shopmate Trimmer has everything you need to get volume sales 




















... brilliant new two-tone colors to catch the eye (sparkling silver luster with 


NEW TRIPLE-DUTY HANDLE — 
side handle attaches on either 
side for right or left hand use to $20 lower than other quality trimmers! Take a look, and you'll see why 
— attaches on rear of trimmer 
for trimming wide hedges. It’s 
exclusive! 


bright red handles and cord)! Exclusive new features make trimming a 


pleasure (some so advanced that they’re patented), and a price that’s $15 


Shopmate sells in volume! 


NEW TRAP-LOCK CUTTER TEETH tightly grip the 
material to be cut without a slip! They're exclusive! 















ati 


P. - 


“~—s 


© 
* . 
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é Check these other fine features! 


@ light for easy handling — only @ 13” sickle-type blade made of 
54 pounds. hardened tool steel, precision 


® rugged series motor — 1.6 amp. ground to stay sharp under con- 


: stant use 
eee @ improved bevel pinion gear and 
@® insulated comfort grip handle cam action insures years of 
and contour designed auxiliary trouble-free performance 
handle 


sturdy, die-cast aluminum —— $ 95 
housing onl 


MAIL COUPON TODAY FOR COMPLETE INFORMATION! 





EXTENSION HANDLE... . (op- 


tional at extra cost) attaches 
on the back — makes hard-to- distributor: 
reach spots easy to reach. It’s (Note to 


exclusive! +h wasnt a single 


mail to: GEORGE WEATHERBY, Sales Manager 
PORTABLE ELECTRIC TOOLS, INC. Dept. HA-4-25 
320 West 83rd Street, Chicago 20, Illinois 










Please send me complete information on the new 1957 
Shopmate Model No. 1350 Power Trimmer immediately! 


| 

| 

: 
Shonmate on a was Sota! ) Se 

! 
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PORTABLE ELECTRIC TOOLS, INC. 
320 West 83rd Street « Chicago 20, Illinois 
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sales keep 
climbing up .. . 


more traffic, 


more thefts... 









































play it 
your way... 




































































A SUMMARY OF THE BUSINESS OUTLOOK FOR HARDWARE DEALERS 


This may be another record-breaking sales year for hardware dealers—if 
they don’t muff their opportunities. The approaching months are important. 
Aside from Christmas, no other season of the year offers as many sales oppor- 
tunities. It’s the season outdoor living lines and sporting goods move in volume. 
Housewares and electric housewares become major traffic items as giftwares 
for Mother’s Day and June weddings. The market potential is stronger than 
ever since employment and incomes are holding up well and, in most areas, 
rainfall has been good. Already the year is off to a flying start, according to 
the government. Sales in the first two months are up 3.2 percent from last 
year’s record high. (See article on page 156.) H.A. Recommendation: Promote 
your outdoor living supplies, sporting goods, housewares and electrical house- 
wares departments consistently and aggressively. Set up an advertising budget 
of at least 2 percent of expected sales in these departments. And use it all. 


Warm weather is approaching. With it comes more shoplifting and more bad 
checks. So be wary. As store traffic increases, shoplifters and confidence men 
take advantage of the hustle and bustle to cover up their schemes. Here is a 
gimmick used recently. The con man enters a store during a busy hour and 
picks up an expensive tool or other big ticket item while no one is watching. 
Then he takes it to a clerk for a refund. One man used this scheme success- 
fully on more than 200 hardware dealers before he was caught. Increased 
store traffic also means bad check passers wil! be active, especially on weekends. 
H.A. Recommendation: Keep an eye on all customers in your store, no matter 
how busy you are. When customers seek a refund for an item, insist courteously 
on a receipt—unless you happen to know the customer well. Also, make sure the 
item is in the original carton when it’s brought to you for a refund. When cash- 
ing checks, know your endorser. Always insist on complete identification, in 
writing, under the endorsement. You can get a list of eight good rules for 
eashing checks for each clerk by writing HARDWARE AGE, Chestnut & 56th Sts., 
Philadelphia 39, Pa. Tell us how many copies you need. 


A large volume in paint and sundries and hand tools is the best foundation 
for a sound business. This is the time of year homeowners think most of this 
type of merchandise. Smart dealers also move builders’ hardware for the home 
in volume at this time. There’s lots of repair and modernization work going on 
now. Get in on it. Get homeowners into your store for these items and you’re 
started on a long trail of profitable sales, without the worry of returns. H.A. 
Recommendation: Don’t try to outmatch the big chains on prices. Instead, sell 
your strong features: service, quality and helpful service. Stress these angles 
in your ads. You have certain sales appeals the big stores don’t have. Play them 
up. Work with local groups in a Clean-Up, Paint-Up, Fix-Up campaign. Put 
some of your advertising budget behind this effort. Get your store displays in 
shape to hit your customers with the very items they have in mind. Give them 
ideas, and, above all, always stress your strong points. Don’t try to beat the 
big stores at their own game. 

... turn to page 156 for more news on how’s the hardware business 
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—so why tie up money and shelf 
space with 12 to 20 oil stains 


That 


GRain i ; 





To kill that wild grain, 
recommend: 


FIRZITE® — Helps prevent grain 
raise and face checking when 
staining or painting plywood or 
other soft woods. A penetrating 
resin sealer and undercoater. 
For oil stain effects, add 
colors-in-oil to CLEAR or WHITE 
Firzite. 
For pickled (limed) and biond 
effects, use WHITE Firzite. 
See new chart for 
full instructions. 


HARDWARE AGE, 


To get a beautiful nat- 


vral finish, recommend: 


SATINLAC™ — Water-cltear in 
color. Accents and preserves the 
rich natural grain and color of 
any wood, hard or soft, solid 
jumber or plywood. No undercoat 
required. No built-up look. Does 


not yellow or darken on aging. 


Pints, quarts, | and 5 gal. cans. 






FWA WOT TURN YELLOW = 
DAES QUICKLY % . = 
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Is it good business to stock 12 to 20 prepared stains when — with Firzite 

and Satinlac — you can help your customer get almost any wood finish 

desired! Our new free wood finishing chart shows you how to do it! 
Our new free wood finishing chart shows you how to do it! 


It contains 24 full-color panels — illustrates the most wanted light nat- 
ural effects; pickled and blond effects; oil stain effects . . . gives simple 
directions for obtaining any one of them. 

It shows you how Satinlac and Firzite, plus colors-in-oil, are all the 
inventory you need for almost any wood finish desired . . . on any kind of 
wood . .. hard or soft, plywood or solid lumber. 

Ask your wholesaler for a supply of this new Wood Finishing Chart — 
free to Firzite and Satinlac dealers. Or mail coupon for sample copy. 


NATIONALLY ADVERTISED: 
Order from your wholesaler 


MAIL COUPON FOR CHART ILLUSTRATED 


United States Plywood Corporation 
Dept. HA4-7S, 55 W. 44th St.. New York 36, N. Y. 


Send me free sample copy of new Chart of Wood Fin- 
ishing Effects, showing how Firzite & Satinlac replace 
an inventory of 12 to 20 oil stains. 


My Nome 
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LATEST INFORMATION ON NEW PRODUCTS AND SERVICES 





















Kit for modernizing locks June gift season. The yellow dish, 
Your homeowner customers will With charcoal flowers, comes with 
be interested in the Weslock Mod- a brass cradle. It is oval in shape, 


and available in 1% and 2% at 
sizes. Retails for $3.95 and $4.95. 
Both units are gift packed. Corning 
Glass Works. 


For more data circle No. 2 on postcard, p. 133 





Portable electric drills 

Two portable drills are featured 
in Skil’s 1957 Builders line. Both 
of these will interest home shop 





enthusiasts and professionals. One wrack. Top ends have steel splin- 
drill is a 4% in. geared chuck tool ing to prevent warp. Back is dou- 
retailing at $28.95. The second is ble-braced, and rungs are steel 


braced. Ladder is lightweight for 
medium duty in homes, and for 
painters and contractors. Comes in 
4 to 10 ft lengths. W. W. Babcock 
Co. 


For more data circle No. 4 on postcard, p. 133 


ernizer, a kit to convert old-style 
mortise lock installations to modern 
Weslocks. Kit includes front and 
back escutcheon plates, strike and 
latch plate and necessary screws. 
Plates will cover most mortise lock 
cutouts without filling, puttying or 
painting. Kits fit all Weslocks. 
Western Lock Mfg. Co. 


For more data circle No. 1 on postcard, p. 133 





Sixteen-inch power plane 
Do-it-yourselfers and _ profes- 
sionals alike will be interested in 
this competitively priced 16 in. 
power plane. Design features in- 
clude a finger tip trigger switch 
and a 214 in. spiral cutter with a 








Cradled oval casserole 

This Pyrex cradled casserole is a % in. geared chuck, heavy-duty 
designed especially for the May- drill priced at $52.50. Drills come 
in standard 115 voltage or they can 
be furnished in 220 voltage at no 
extra cost. Skil Corp. 


For more data circle No. 3 on postcard, p. 133 











Double-braced, no-warp ladder 






Ambassador step ladders offer 
dealers two sound selling features. 
Wrap-around top brackets are ex- 
tra-riveted to protect against 
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Want more information on these 
products? Then use free post 
card on page 133. 


in hardware merchandise... 


FOR THE HARDWARE DEALER 





depth control adjustable while plane 
is in operation. Plane cuts angles 
from 15 to plus 45 degrees. Comes 
with accessory %, %, or 1% hp 
motor. Porter-Cable Machine Co. 


For more data circle No. 5 on postcard, p. 133 


Outdoor cooking utensils 

Dealers with a display set-up for 
outdoor living will find these man- 
sized utensils a boon to traffic and 


sales. There are five items in the 
double-thick aluminum line. De- 
signed for rugged backyard use, 





they feature copper colored han- 
dles. These are the items: Coffee 
percolators in 12 and 16 cup sizes 
with ivcp serving handles; 4% qt 
Dutch oven; wooden-handled 10 in. 
fry pan; griddle tray, 19 x 11 in., 
with serving-tray handles. Alumi- 
num Cooking Utensil Co. 


For more data circle No. 6 on posteard, p. 133 


Pipe-bolt threading machine 
This Ridgid 535 pipe and bolt 
threading machine features an en- 
tirely new universal diehead. The 
quick-opening head has two sets 
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of dies and threads % to 2 in. pipe 
or conduit. A price of $460 in- 
cludes cutting and reaming tools 
previously available in the Ridgid 
500 and 500A. Also featured is a 
concealed oil system and a length 
gauge. Ridge Tool Co. 


For more data circle No. 7 on postcard, p. 133 


Multiple electric outlet 


Safety minded home owners will 
be customers for this permanent 
multiple electric outlet for wall or 
baseboard. Inter-Link ivory plastic 
sections are mounted with screws 
and are interlocking. The paintable 
sections come in five designs to fit 





(Continued on page 130) 
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Flasher display for tools 

Dealers handling Plumb striking 
hand tools will find this dual flasher 
electric display a sure-fire traffic 
getter. Two advertising slogans 














flash intermittently. Colorful 
molded vinyl signs are atop two ft 
high displays. Displays take up 
less than a square foot of space. 
Wire rack at base of display holds 
28 hand striking tools in the fiber- 
glass handle line. Comes fully as- 
sembled. Fayette R. Plumb, Inc. 


For more data circle No. 8 on postcard, p. 133 


Metallic hammered finish 

Here is a one coat hammer-type 
finish available in a 16 oz aerosol 
can. Hamm-R-Spray simulates a 





(Continued on next page) 
























TO HELP YOU SELL 








NEW DISPLAYS AND OTHER DEALER AIDS TO 


HELP YOU SELL MORE 





(Continued from page 15) 





metallic hammered effect on wood, 
metal, and leather. Useful for 
modernizing such things as desk 
lamps and file cabinets. Comes in 
silver, gold, copper, green and blue. 
Illinois Bronze Powder Co., Inc. 


For more data circle No. 9 on postcard, p. 133 


Builders’ hardware catalog 


This 20-page catalog illustrates 
in color this manufacturer’s com- 


CODPET HASO HEROS . ieee Hao oenee 


RAEN Sew CHOON rKOR | Oncetore, Uomnce 











plete line of hardware for cabinets, 
built-ins, furniture and doors. II- 
lustrations also show where to use 
the different hardware and how to 
install it. Prices are listed on a 
separate sheet. Amerock Corp. 


For more data circle No. 10 on postcard, p. 133 


Screwdriver merchandiser 


You can hang this screwdriver 
display rack on a store column, per- 


16 


forated panel, wall, or hinge it to 
the top of a shelf. Rack contains 
four each of 25 different screw- 
drivers, each carded, priced and 
color coded. Screwdrivers have 
cadmium blades, blister-proof 
domes and amber handles. Retail 





prices range from 15¢ to 90¢. 
Fuller Tool Co., Ine. 


For more data circle No. 11 on postcard, p. 133 


Garden tool merchandiser 

This garden tool merchandiser 
holds up to 5 doz tools. The all- 
metal blue and silver display is 
39 in. wide, 28 in. deep and 45 in. 


tag. Booklet cover illustrates the 
drinks which can be mixed with the 
appliance. Booklet is 3 x 5 in. so 
purchasers can file it in standard 
recipe file box. Burgess Vibrocraft- 
ers, Ine. 


For more data circle No. 13 on postcard, p. 133 


Builders’ hardware packaging 





Baldwin replacement door knobs 
are now being packaged in Mylar 
transparent plastic wrap. One-half 
dozen pairs of brass, bronze or 
chrome knobs are included in each 
























































moisture proof, snag proof pack. 
The 6-pack also utilizes a heavy 
cardboard, top-to-bottom tray with 
metal reinforced corners. Baldwin 
Mfg. Co. 


For more data circle No. 14 on postcard, p. 133 






Wall filler display carton 


This new display carton for Phil- 
plug uses cartoon figures to help 





high and is mounted on 3 in. 
casters. O. Ames Co. 


For more data circle No. 12 on postcard, p. 133 


Recipe booklet for tag use 


To help you sell the Burgess elec- 
tric drink aerator, this manufac- 
turer has introduced a recipe book- 
let to be used as a merchandising 













































(Continued on page 151) 
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WRI LULL OLA 


EOL LLL 


7 OTHERS DO ALMOST 
AS WELL ON THIS TEST 
P.0.P. SELF-SELL 


AVERAGE OVER 
$400.00 OFF THESE 
SMALL SPACE 
BOARDS IN 90 DAYS 










AND IT’S STILL GOING! 


Ten retail hardware stores in various parts of the country were 
asked to keep track of electric power tool sales made off the 
WEN #10 W-—Self Merchandiser—Point of Purchase Display 
Board for 90 days. Each store had bought one for $55.88, com- 
plete with 1 ““Quick-Hot’’ Soldering Gun, 1 Sander, 1 Power Saw, 
1 Drill. Items sold from the Boards to be replaced from stock. A 
$50 prize we offered for best total was won by Wilmington Hard- 
ware, Wilmington, Calif. They sold $931.85 worth of WEN tools 
off that 1 small compact display in the 3 months—still have the 
board — are still selling tools —still banking profits. Noyes Hard- 
ware, Swampscott, Mass. reported $847.50. Others did nearly as 
well. Terrific turnovers aren't they—on the small investment — 
and small space required. WEN #10 W Boards make new tool 
customers, sell new items to old customers. 


YOU CAN TOO! 


See your Jobber or write us without delay. 


WEN PRODUCTS, INC. 5808 NorTHWEST HIGHWAY, CHICAGO 31, ILL. 


(Export sales, Scheel International, Inc., Chicago) 
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THEY BEAR A FAMOUS NAME 


“ AD, 
“lhe ’ ox 
Aardu 


Ad 
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DROP-FORGED 
FROM ALLOY STEEL, 
PRECISION-MACHINED, 
CHROMIUM-PLATED.... 


PRICED FOR VOLUME SALES! 











Get your share of sales of these popular wrenches. All three 


CRESCENT TOOLS — CRESCENT TOOLS — 
Cine Uings lo Ublotde mm Give Wimage lo Core me 


are available in a range of generally-used sizes. Sell them 





individually from these eye-catching display panels or in See 


the various handy tool rolls and pouches shown it the new mi OMT 
7 SOX WRENCHES 
Crescent Catalog. Order from your jobber. 
oe 


FOUR DISPLAY ASSORTMENTS 


on colorful 12x24" panels to match other Crescent Tool Displays 












CRESCENT TOOLS — CRESCENT TOOLS — DBI214— 32 12-point > 
Wings fo lord me Ans Siege 8 ot ae Double end box 
g f ~renches. Openings 


3/8” to 1-1/16” 








DB1215— A combi-> 


nation of 45 wren- 

















YS 


DBI215 





ches of all 3 types 













CRESCENT TOOLS 
Cive Wings lo Work 


—— — ee 
/ 



































bs}, 





$3 3 
AR: 
ee 
See 
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? . 











—_— a ! Vigne of lhe rtisan 
36 Double end 32 Combination Open . 
J 4 “4 
Open end wrenches. end and box wrenches. Symbol Of € HENCE 
Openings 1/4” to 1-1/16” Openings 3/8” to 1-1/16” 


Crescent is our trade-mark, registered in the United States and obroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
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DRILL DISPENSER PICK-UP PROFITS! 


AND ASSORTMENT 

The “STANDARD TOOL POOL II” is a 

Smallest, most compact metal drill dis- complete cutting tool department of In- 

penser on the market—H-21D. Holds dustrial Quality tools... saves selling 

assortment of 150 high speed steel time .. . creates impulse purchases and 

drills individually packaged in plas- customer good will. Every tool is clearly 

tic tubes. Has clear, non-breakable visible . . . easy to reach. . . protected 

cover. Cost extremely low. Sold only from pilferage and dirt. The “STANDARD 

with H-21DA drill assortment. TOOL POOL II" is only 19” wide, 23” a... 
deep,22"high...holdsatotalof230tools. FPN me 


DRILL SETS IN PLASTIC TUBES 


HS-6 Sizes Ys, 4a, Ye, 4, “eo, Ve inch. 

HS-7 Sizes “As, no, Ve, 4a, Ae, An, Va inch. j 
HS-10 Sizes Ye, 4, 7/2, ha, Ye, hs, 40,6, 7, eg 
Y% inch. a" 





STANDARD 11 STURDY DRILLS SET 


Eleven High Speed Steel Drills—sizes “Ae, 
Ya, Va, "Aa, Ae, Ar, Va, Aa, Ao, ‘Ya, Ye inch. All 
drills fit “% inch chuck. ORDER NO. HS 11. 





STANDARD a | STANDARD Sab STANDARD 


WOOD BORING SET a MECHANICS METALWORKING DRILL SET 


Five drills in each set—-sizes “4, “As, %, : . : | ‘ DRILL SET Five High Speed Steel Drills with 
%As, V2 inch. Drillshave % inch shank for | 
use in portable electric hand drills. 
Durable box with plastic cover. 
ORDER NO. H-14. 


special sure-starting points. Sizes 
Eight Carbon Steel Drills—sizes 4: M6, Ve, Ve, /2 inch. Packaged 
VAs, 342, Ye, ‘An, As, An, Va, Yainch. im green plastic case. 
For use with hand, breast, port- ORDER NO. HS-45. 


RAISE YOUR STANDARDS TO STANDARD — drills. ORDER NO. 






. 


STANDARD |OOL (60. 


3950 CHESTER AVENUE CLEVELAND 14, OHIO 





FACTORY BRANCHES IN: NEW YORK ¢« DETROIT © CHICAGO « DALLAS «© SAN FRANCISCO 


THE STANDARD LINE: Twist Drills - Reames - Taps - Dies - Milling Cutters - End Mills - Hobs - Counterbores - Carbide Tools - Gages 




















Hot Line...Heavy Support 
High Profit Turnover 
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All through 1957 —Dormeyer backs you up with a consistent sched- 
ule of national advertising in Lirz, Loox, SaruRDAY EVENING Post, 
and THis WEEK Magazines. There’s an integrated program of mer- 
chandising help for the Dormeyer Franchised Dealer, too, including 
24-sheet showings in major markets, window banners, cooperative 
advertising, and store displays that work hard at building your 
profits. Write Dormeyer, Chicago 10, Illinois, for information on how 
you can be a Dormeyer Franchised Dealer. 


DORMEYER CORPORATION ® Power Tool Division * Chicago 10, Illinois 
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~ FROM THE ANVIL 





~ TO THE 
KO)) be 


VILLAGE B 


know-how lives on. . and thet 
make and sell reflect this 
strived-for quality. 


THE VILLAGE BLACKSMITH COMPANY © Garden Tool Division, Watertown, Wisconsin 
Originators of Grasnip® .. . Graswip® ... Grass Hook . . . Pak-O-Fun Garden Kit® . . . Garden Tool Self-Service Merchandiser 
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A full line of Sheffield Bolts 
SHEFFIELD can help PAY YOUR RENT! 


pRMCo 
\//e 


Many hardware and lumber dealers pay their rent or a large part of 
their overhead with profit on bolts. Surveys put bolts and nuts in 


the top ten fastest-moving items. 
Bolt Products 


But for selling success like that you have to stock a wide enough 
range of bolts to meet all your customer-needs. Easy, when you 
handle Sheffield Bolts, Nuts and Cap Screws, because the Sheffield 
line is the FULL line... all from a single source... quality-controlled 
from furnace to finished product. And you get fast service from 
Sheffield’s strategic locations. 


‘“Serv-a-bolt” packaging helps 
move this fast moving line f-a-s-t-e-r! 


These trim, sturdy dispenser-end cartons “serve” bolts without fuss 
or fumble. They open and close with finger-flick ease. You take out 
the bolts without moving the cartons, or disturbing their orderly 
array on your shelf. Your customer is pleased with the quick service! 


Make your store “bolt headquarters”! Next time you order, choose 
from the FULL line — the Sheffield line. 


SHEFFIELD DIVISION ARMCO STEEL CORPORATION SHEFFIELD PLANTS: HOUSTON * KANSAS CITY * TULSA 
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ASK FOR 
ERVICE ON PADLOCKS! 










Quick, accurate 
service and delivery 
are assured when 
you call on MASTER 
for such padlock 


“specials” as: 














- /* 
" KEYED-ALIKE SETS . . . all locks in set 


keyed alike ... keys are interchangeable. 


MASTER-KEYED SETS .. . all locks in set 
keyed differently . . . but ONE Master key 
opens all locks. 


SPECIAL LENGTH SHACKLES. . . from extra 
short (2") to extra long (2'%2”). 


In addition, Master offers such 











' other special services as 
> duplicate keys and chain 
aa ) re attachments. Whenever 

- — + eS you need “special” 
service . . . remember 


WER. Pad locks \ = : = = \ SN MASTER is 


FASTER! 





Nationally advertised in Life, Saturday Evening Post, This 
Week, Parade, True, Time, Outdoor Life, Sports Afield, 
Popular Mechanics, Form Journal, Boys’ Li fe, American Girl. 


Master Jock Company, Milwaukee 45, Wis. © Wold Largest Padlock Momupactirons 
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“GUERYTHING HINGES ON HACER /." 


C. Hager & Sons Hinge Mfg. Co. + 139 Victor Street + St. Lovis 4, Mo. 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
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4 reasons why: 


CELLOTHENE PACKAGING INCREASES HARDWARE SALES 








MOISTURE-PROOF 


... resistant to grease, dust, cracking. 

Metal products can’t rust in heat-sealab] 

Cellothene. Packages remain crystal- 
clear through temperature extremes. 


TOUGH ... pliable and puncture 


resistant to sharp edges and constant 
consumer handling resulting in 
longer shelf life. 


——— —— — aoe aoe oes cee Gees ae OO) a oe ee oe oe 


a 


SELF-SERVICE 


. .. window-pane clarity and 
easily printed to quickly identify 
contents. Pegged, hung or 
stacked — Cellothene packages 
trigger impulse-buying. 





VERSATILE 


... easy to handle, ship, stock and 
display — from screws, nuts and bolts to 
bulky parts, tools or delicate instruments. 


Celloth 





PRECISION EXTRUSION COATED CELLOPHANE / POLYETHYLENE PACKAGING FILM 


‘® 
CNG@w oe 
Send [] Please send me a copy of your bulletin on 





















For Cellothene Packaging for Hardware. 
Cc HES LAM CORPORAT I OwnN hiiz [] Please have representative call. 3) 
A Division of Chester Packaging Products Corp., eee Name ___Title 
A Subsidiary of St. Regis Paper Company Company 
Address 
684 Nepperhan Avenue, Yonkers 2, New York City State 
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Here’s a window glass label 


SEEN ON DISPLAYS 
IN YOUR STORE. 





Whether you use the counter cards, 
streamers or decals, this L°O'} 
trade-mark ties you in with the big 
advertising program. Ask your 
L-O-F Glass Distributor for these 
sales helps. 


SEEN BY YOUR CUSTOMERS IN 
NATIONAL ADS. 

The L-O-F trade-mark will appear on 162,312,678 pages of 
advertising in 1957. That’s sure to include a lot of people 


right in your community. 





| WE SEL | 
QUALITY 


“|| window oso |p One Bosca 


with [ey | Ly how, 
GLASS f YATE 








fp _ 





CUT TO SIZE 











WINDOW GLASS 
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your customers know... 
and accept readily! 














(3) SEEN ON THE GLASS YOU CUT! 


Your customers can see that you’re selling them a top-quality pro- 





duct. [The nationally advertised L°O’F trade-mark is prominent 


in the L-O-F Window Glass label. 


...and it’s the easiest glass to cut. 


28 of 30 glass dealers who took a cutting test with three brands of glass chose 
L-O-F. It’s another reason to specify L-O’F on your next window glass order. 


Libbey*Owens’Ford Glass Co., 608 Madison Ave., Toledo 3, Ohio. 


LIBBEY-OWENS-FORD 


a Great Name in Glaso 
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‘Slotted 


easier to STORE... 


because the compact, easy-to-handle 
packages stack neatly, in minimum space 


sete ie —, .. . and the eye-catching, color-coded 
Slotted = i =a labels cut down servicing time. 


. FLAT HEAD 
) BRASS 
OOD SCREWS 





FiERGGRCTE REE EEL AER 


PRR. A ee ee 


easier to SELL... 


because you can service a buyer’s need for 
a variety of fasteners in easy-to-stock, 


S lotted w & pe — boosts profits. 


_ FLAT HEAD 
| ALUMINUM 


OOD SCREWS 


fés Fever JAN 
to Prokt with & 


AMERICAN SCREW CO. + WILLIMANTIC, CONN. 
NORRISTOWN, PA. + CHICAGO, ILL. + DETROIT, MICHIGAN 
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ACME STEEL 
CORRUGATED FASTENERS 


mean fost sales... fast profiles 












Do-it-yourself customers prefer 
Acme Steel Corrugated Fasteners. 
Acme Steel Corrugated Fasteners 


To get your supply of these steady- 
selling profit builders contact your 
jobber, an Acme Steel representa- 


tive, or Acme Steel Products Divi- 
sion, Dept. HAC-47, Acme Steel 
Company, Chicago 27, Illinois. In 
Canada, Acme Steel Company of 
Canada, Ltd., 743 Warden Ave., 
Toronto 13, Ontario. 


are scientifically designed to join 
anything made of wood quickly, 
easily and permanently. When the 
fastener is driven, this angled cor- 
rugation pulls the wood together 
to form a strong, long-lasting joint. 




























Self-service display carton builds sales 


This new, attractive self-service counter display carton 

was developed to catch the customer’s eye . . . to make more 
profits for you. Each carton contains ten individual boxes 
of 50 or 100 fasteners. Check the chart below for sizes and 
number of fasteners per box. Order your supply TODAY. 





Number of Corrugations 
5 


100 
%” 100 50 or 100 100 
Corrugated Fasteners ”" 100 50 or 100 100 
are also packed in bulk in quantities *” 100 50 or 100 100 
of 500 to a carton. %,” sae 100 100 











‘ LV . . ~ ~ SS 
ERE’S HOW THEY DRAW WOOD TIGHT 





HARDWARE AGE, APRIL 25, 1957 29 





~. Look what happens when 
BPS VINY-BOND moves in! 


Write Now! Get facts about 
“Colors on Parade”... proved the 
industry's top-profit-producing mer- 
chandising plan that’s tailored right 
to your store. Dealers report sales UP 
as much as 40%. Unique and exclu- 
sive way to sell BPS. Adds real 
sales wallop. 


Dave Garroway 


sells 
PAINTS 











<4-AaAaZz 


@ vinv-sonn SENDS PAINT SALES SOARING! 


Great things are in store for you with this new customer-pleasing 
vinyl-latex wall finish—BPS VINY-BOND. 


Nothing like its quality and ease of application! Colors are the 
finest! It’s a sales winner that really sells . . . boosts the entire 
BPS line . . . builds your store prestige and sales. 


BPS VINY-BOND—the new star in the star-studded family of 
top-quality BPS Paint Products. 


The PATTERSON-SARGENT Co. 


1325 E. 38th St. 420 Lexington Ave. 
CLEVELAND 14, OHIO NEW YORK 17, N. Y. 
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Lamson New 
For Your NRHA-Built Island Displays 


NRHA APPROVED 
DISPLAY 


THE ASSORTMENTS 


%& Carriage Bolts 

*% Machine Bolts (small) 
*% Machine Bolts (large) 
%& Cap Screws 

¥*& Stove Bolts 


Each assortment comes 
complete with a tray. Trays 
may also be purchased 
empty. Stands for holding 
four assortments are 
available. 


Convenient? Yes! Right for your store? Absolutely! fastest-selling items in the fastest-selling sizes. 


This new Serve Yourself Bolt Tray and its contents Third, all products are brite-plated for clean, easy 
overcomes every objection you ever had toward handling and the nuts are on! 


handling bolts and nuts. 


Fourth, there’s no price penalty for brite-plating 
First, the trays fit the standard “islands” and other 


for all products come in small-quantity cartons 
displays approved by NRHA. 


(10 to 50 pieces each) and are in stock at your 
Second, the Serve Yourself Bolt Tray contains the distributors waiting for your order. 


an 
- 


— 
a 


6" je LAMSON & SESSIONS 


1971 West 85th Street - Cleveland 2, Ohio 
PLANTS AT CLEVELAND AND KENT, OHIO + BIRMINGHAM «+ CHICAGO 
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R’*S> EXSPAN DING LINE 


RETAILING FOR AS 
LOW 


NSATIONAL 


eS 


oe he 3 ALL CABINET HARDWARE 
Packaged in eye-appealing, colorful display boxes. 


: PR 
cuome onrrt 


M™ 580-2” DIA. | j 505—334” DIA 
. CONCAVE. KNOB | BACK PLATE 


570—1'/2” DIA. 
CONCAVE KNOB 


540-DRAWER PULL 20: 
234” HOLE CENTERS 


550 DRAWER PULL 
3” HOLE CENTERS 


515-BACK PLATE 
33” HOLE CENTER 


CABINET PULLS AND CONCAVE KNOBS illustrated above are metal die B ACK PLATES illustrated above are copper-nicl Chrome Plated 


cast, distinctively styled, eye-appealing, quality products. Custom styled yiing matching the Concayv 
tO <Abéa ‘ rr iT} r tc +,+ | n 1] ~~ +> 
alt tay ‘ or traditional cabinets. Beautifully platec Driliia wheee back plates are also available in brass and copper finishes. 
These Pulls and Knobs are also available in Black-Kote finish. Ret 
~3” dia. Back Plate—Brass . 
) > tae —3” dia. Back Plate—Copper . 

—Drawer Pull 34” Hole Centers—Black-Kote... : aie | 

c -333” dia. Back Plate—Brass 
—Drawer Pull. Hole Centers—Black Kote ....19 se 
— . JS 3" dia. Back Plate—Copper 
—Concave Knob. 114” dia.—Black-Kote ...... . 12 Stack Plate 3” dial Cantere-Beee 
—Concave Knob 2” dia.—Black-Kote ......2 '3—Back Plate. 3” Hole Centers—Copper 


3 
—Concave Knob. 2” dia.-Black-Kote .......29 o. 517-—Back Plate. 234” Hole Centers—Bras 
?§ —Concave Knob. 2'/2” dia.—Black-Kote ..... . 35: No. >18-—Back Plate. 234” Hole Centers—Copper 


YODER 1823 East 17th Street 
MANUFACTURING COMPANY jini. Rock. Arkansas 
ORDER FROM YOUR JOBBER 
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ELL MORE SCREWS — SELL SOUTHERN! 


NE-SOURCE SUPPLY — SAVE TIME, SAVE MONEY ! 


@ ’ SA-MADE TO FEDERAL SPECIFICATIONS ! 








EXAS TO CANADA, COAST-TO-COAST DISTRIBUTION ! 












EADED FOR EVERY USE — SLOTTED, PHILLIPS! 


I-TO0-C_ LABELS. EASY-TO-SELL PACKAGING! 


















ATIONALLY ADVERTISED TO YOUR CUSTOMERS! 





Sold Through Leading Wholesale Distributors 


WOOD SCREWS @ ROLL THREAD CARRIAGE BOLTS 
WOOD & TYPE U DRIVE SCREWS @ HANGER BOLTS 
MACHINE SCREWS & NUTS @ A & B TAPPING SCREWS 


DOWEL SCREWS e@ STOVE BOLTS SCREW (oer Eye Md 


STATESVILLE @ NORTH CAROLINA 


Warehouses: NEW YORK CHICAGO DALLAS LOS ANGELES 
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Leadership again in 1957 


70 NEW berbecue tools in the 


INE 





Carry the complete line of Androck Barbecue Tools this year. 
Feature those new items that Outdoor Chefs want most. There 
is a spit basket, a giant broiler, rake scraper, long tongs, a 


whole new series of popular gift sets, charcoal stoves, skewers, 
stainless steel tools. 


Ask your wholesaler for full details or write for Catalog No. 


257. There’s big profit in this complete line. 


Androck products are made by The Washburn Company, Worcester, Mass., and Rockford, Ill. 
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SELF COLORED 


OF COIL C 
Pailette- 


"Onn, Chain < ” 


- CLEVELAND 3. rae 


New Hodell Pailettes in lithographed colors work for you 
three ways—all at no extra cost! 

Here’s a chain package you can proudly display. New 
lithographed Pailettes are beautiful for floor, window or 
individually or massed. These attractive 


counter display... 
colors add a splash of brilliance to grouped displays. Stop 
customers! Make them look! Help you sell! 

Printing is lithographed right on the pail...on both szdes 
of each Pailette! No more troublesome paper labels! New, 
lithographed Hodell labeling can’t scuff! Can’t peel, smudge. 
tear or be ruined by moisture! 


HODELL CHAIN COMPANY 


\ 


A 


Division of The National Screw & Mfg. Co. 






color >: lithographea 


~~ 
~Sitiis 


— brightly colored for store display 
— easiest to identify for stock taking 


— high visibility, lithographed, permanent double labeling 


Labeling is big, with large printing for easy reading. Label- 


ing is uniform... printed in the same position on every 
Pailette you receive! 

The color of the Pailette tells the chain grade—green identi- 
fies Proof Coil, red indicates BBB Coil. Stock taking 1s a cinch! 

And remember, Hodell Proof Coil and BBB Coil chains 
are color-coded and length marked every 10’—with color- 
coded tags on the ends— inside these beautiful, sturdy, all- 
steel Pailettes. Pailette covers are self-sealing. 

Ask your distributor for complete details. Better still, send 


him your initial order today. 
ational, 







Cleveland 3, Ohio 





NO ONE 


can top the quality 


in AMES 


aluminum grain scoops 


ee Exclusive 
Lightweight, high bowl capacity Ames aluminum scoops j ARMOR D. TOP 
have symbolized quality right from the start. These ff All Aluminum Split D 
t'me-proven scoops have often been imitated but never | Available. 
matched for sheer high quality and careful construction. i 
The much copied DEEP BOWL construction has been 
a standard Ames feature for years. 





The blade surface of Ames aluminum scoops Is pro- 
tected by an exclusive multi-stage process which cleans 
and smooths the surface and then applies a tough pro- 
tective plastic skin. Scoops stay factory-bright during 
shipment and in your store. 


For the best in aluminum scoops specify original high- 
quality Ames products that have been copied but 
never equaled. 183 YEARS OF CRAFTSMANSHIP id, 
MAKES THE DIFFERENCE. fis/ ,Aluminum 


Rivets 


featuring 


AMES 


SUPER-GRADE 
XB-54 
ALUMINUM 


Ames aluminum scoops fea- 
ture famous XB-54 super 
grade aluminum. No other 
manufacturer exceeds the 
quality of this superior, heavy 
gauge metal. 


; ch 


O. AMES CO. Parkersburg, W. VA. 
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YOU'RE LOOKING AT THE WORLD'S 
FIRST SKALLOPING SHEARS 


RESEEP EM 


Actual size of scallops 




















wiss 
SKALLOPING SHEARS 


—————— 


eT 


o)) 


WISS HAS DONE IT AGAIN with an entirely new kind of shears 
that actually cut curves—WiIss Skalloping Shears! 


a 


In a nutshell. that means your customers can now do scores 
of decorative jobs never betore possible with a pair of shears. 


Moreover. it means that they can use Wiss Skalloping Shears 





even on several thicknesses of sheer or heavy tabric—tor these eatin dawnt atin wutl 


remarkable shears are ravel-resistant. too. 


And here's the payoll: ONLY WISS MAKES SKALLOPING FREE ‘Try-'it-Yourse'lf’’ Display 
; eh: . vith Three Pairs of Skallopina 
SHEARS! [heres nothing else like them on the market. y . 9 


Shears! SN-7—D 3&3, Shipping 


Backed by powertul national advertising and made witli tra- Weiaht 3 iba. 11 oz 
ditional Wiss quality, Skalloping Shears are sure to cut you in Retail Value ... $22.50 
on a bigger share of the market. Order from your jobber today. Dealer Cost... %$ 15.00 











ye . Z : % 5. ae 














A more decorative seam finish Scallop ruffles on taffeta pet- Fashion and accessory trim- 
is achieved with this practical ticoats, dressing table skirts, mings can be cut of felt, leathers, 
new ravel-resistant cut bedroom curtains, party aprons. plastic and non-woven fabrics. 














W ISS ...always a cut above competition 
J. WISS & SONS CO., NEWARK 7, NEW JERSEY 
World’s Largest Manufacturer of Shears, Scissors, Pinking Shears, Metal Cutting Snips and Garden Shears 





2.* 
~ 
~~ 
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new from tip to tip for ‘57! 

Most spectacular packaging in toy history. Full-color- 

printed steel boxes, brilliant fluorescent printing with- 

in box, full-color manuals. More experiments, more 

value, more “sell” than ever! 

And we really mean fast! Sets are 

_— . ——— “ new from top to bottom, with plenty 
LBER] wows ot, GPT Get ien a, of sparkling sales appeal. Brilliant 
miCROS ia Oo) eS colors, spectacular packaging, 

— ’ » Sw’ = a greater play value. They’‘re special- 
eae Jes RS _ ly made for FAST impulse sales! 


ALE 








a ans 
pa —— a4 


Nn. 


-MICROSCOPE & LAB SETS 
career-building toys are fast sellers! 


Most powerful microscopes ever offered, complete with 
authentic laboratory equipment — all displayed to best 
advantage in full-color chests and against a background 
of spectacular fluorescent Day-Glo printing. 


ERECTOR 
the world’s greatest construction toy! 


The world’s best-known toy is BIGGER and BETTER 
than ever for 1957! More variety and greater number 
of parts ... electric motors for action that sells on 
sight ... colorful packaging for impulse sales. Erector 
sells itself! Stock the full line. 





TOOL 
and CHESTS 


See your jobber now for do-it-yourself builders! 


, mi Tremendous appeal for 
or write to our Advertising Department = — youngsters. Every set 


; loaded with handsome 
for your full-color Gilbert Toy Catalog. — tools that work just like 
dad’s, beautifully 
displayed in sturdy 
steel chests. 


“ oe Onis . aS 


THE A. C. GILBERT COMPANY e NEW HAVEN 6, CONNECTICUT 
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New AMF ROADMASTER 
Jet Pilet . . . Smoothly 
re-styled from rear 
reflector to front light. 
Rich gold trim on tank. 
Carries out “jet-age” 
styling te perfection. 


New AMF JUNIOR 
Tubular Trike... 

A really outstanding 
styling job has 

been done on this 
great best-seller. 
Looks like luxury... 
is luxury... 

but sells at 

the price you like. 


New AMF SHELBY Flying 
Cloud .. . Really 
“sings” with style and 
value. Two-tone sports 
saddie and handsome 
grips complete a 
beautiful bike. 


New AMF Station Wagon 
... The young 
suburban set will love 
the real electric 
headlights and horn 
and roomy trunk 
compartment. The 
stunning paint 
treatment of this 
smart car design 
defies comparison 


AMF JUNIOR TRIKES & SIDEWALK BIKES + AMF CARS, TRACTORS & STROLLERS 
AMF ROADMASTER & AMF SHELBY MIDDLEWEIGHT BICYCLES 

HERCULES ENGLISH LIGHTWEIGHT BICYCLES 

ROOM 814, 200 FIFTH AVENUE, N. Y. 16, N. Y. 

ROOM 1420, MERCHANDISE MART, CHICAGO 54, ILL. 
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Your customers 


simply look 


and know 
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“We use a polyethylene bag for 


Lower Cost 


Better Protection” 


That sums up the reasons why Western Auto Supply Co., Kansas 
City, Mo., packages the Wizard “200° Air Pump in bags made from 
polyethylene film. Here’s how P. EF Sheehan, Automotive Division 
Buyer, puts it: 
“We can print our merchandising and sales story on the outside of the bag 
and do a better job through color. ..The polyethylene bag is considerably 
cheaper than the previous package . .. does a better job of protecting the 
pump ... provides the customer with a protective case in which to keep the 
pump when not in use.” 
Retailers, in their turn, benefit from polyethylene packaging. It stimulates 
sales, permits attractive displays, keeps inventory compact, orderly and clean 
for scores of items from tire pumps to nuts and bolts. Ask your packaging 
supplier. Or write Dept. \C-77 tor a copy of our “Hardware Packaging” 


booklet. 


It pays to package 
in film made of... 


In its polyethylene film bag, the Wizard “200” 
Air Pump is plainly visible. Customers can see 
and examine it without opening the package. 


BAKELITE COMPANY, A Division of Union Carbide and Carbon Corporation [qa 
30 East 42nd Street, New York 17, N. Y. 


The term BAKELItre and the Tretoil Symbol are registered trade-marks of UCC. 














OW you Cah Buy 


COLUMBIAN ROPE 
BY THE Sf 


eel 


Here’s the biggest cordage news in years! For years, rope distributors and rope deal- 
Columbian Rope Co. now sells rope the way ers alike have wanted to buy by the foot. Now 
vou sell it—by the foot. Columbian meets that demand with the first 
) | | real forward step in rope merchandising for 
the past 10 years. For full information, get 
in touch with your local Columbian distribu- 
tor or write us direct. 


No more buying by the pound! No more 
converting pounds into feet! You know ex- 
actly what you’re getting—with no figuring 
involved. . 
A prorneer th the production OT nylon, dacron 
Columbian’s sell-it-by-the-foot policy ap- and other synthetic-type ropes, Columbian 


plies to all Columbian Rope 34” diameter and “stabilizes” these ropes with a patented treat- 
smaller. It’s a new deal right across the board. ment that prevents unraveling when cut. 


COLUMBIAN ROPE Company 
Auburn, “The Cordage City”, N. Y. 


The only rope with the red, white, and blue markers 


— \ LT = 
Teaoe SS” mate 
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Order Now for Spring and Summer Sales 


AMERICA'S FINEST LINE of Lawn Sweepers 


i 
& 


BACKED by Nationwide Radio, ART LINKLETTER 


T ISI i speaks for Parker on the 
elevision and Magazines combined CBS Radio and TV 


network 


Imagine .. . Full page, full color ads 

in House Beautiful . . . big ads in Flower 
Grower, plus the power of famous 

ART LINKLETTER on 10! CBS television 
stations and 244 radio stations 
coast-to-coast. 

it's no wonder Parker sales are at an all 
time record high . . . the drive is on 


for Spring and Summer sales. 





Start making extra profits now! Contact 
your jobber or mail this coupon for 


merchandising aids and free information. 


2 eM _WRITE FOR FREE FOLDER 


‘~ Be sure to get your powerful 
merchandising kit for big profits 
MAIL COUPON TODAY 


Pe” 


_ a |) . , . -_- + eeeeeeeeeeeseeeeeees 
(Right) the Parkerette, available in 8 Be | | | BB gteeeee 


20” and 28” sweeping widths I “Parker SWEEPER COMPANY 


(shown above) Parker Pelican We we \ DEPT. HA, SPRINGFIELD, OHIO 


lawn Cart, in 5 and 15 bushel “x & - aE ext = - 
copacities. Ms a Vre. 


Please send full information about your merchan- 
dising program for Parker LAWN SWEEPERS 
and CART. 


Nome 








I 





. Address 
The Springfield 








The Homemaster The Electro-Sweep 


a a Jone... State 
Pravvkave sweePeR COMPANY, SPRINGFIELD, OHIO: 
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CKE!...built for sales : 


A101 ROCKET VINEYARD 
AND SHRUB LOPPER 


tubular steel 
construction. Perfectly 
Shock-absorbing bumper. 
Cutlery steel blades. Over-all length 

1”. Wt. each, 1% 


‘) 
Homeowners’ favorite. 


Strong. lightweight 
balanced. 
rubber 


lbs. 4 in carton, 


A103 HEAVY-DUTY 
ROCKET LOPPER 


Tubular steel handles will not bend 
or break. Handles and rubber-fiber 
grip absorb shock. Hands won’t slip 
wet, dry or gloved. Over-all length 


Bera e Wt. ear h, 24 lbs. 4 in carton, 


Perfect for heavy-duty service. 


A105 ROCKET CITRUS 
LOPPER 


Drop hook 


Surgeons, 


cushion 


slip 


wet 


action for linemen, tree 


trip absorbs 


or 


shafts. Over-al 


2 4 lbs. 


HARDWARI 


AGE. 


ore hardists. 


ength 2 
1 in carton 


APRII 


Rubber-fiber 


6 


shock, 
dry. Chrome-plated 


won't 


Wt. ear h, 


) 


o>. 


L9D% 











...priced for profit! 
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am t- (01°ll-)-me 1.0) a el -iale Me) al ela—- 1. 
...even a three-ton pull can't 
old -1-\ ae] am leolel-1-la mm dalam clelgela 
alloy shafts. 





Te olaleriiii-mmolel-jallolale|a| elma _iel- 1. 
up shock...won't slip when 
wet or in gloved hand. Help 
= Wie} le mm elit-i¢-16-s 


me ®)"ial- teal ommaliale|-mm elo) am-lale male): 
— F-3-20 ha —-a —> @- eos ana tall lelamm- tare 
easy adjustment. 


ye il- el) meaal-(el- me) mial-\- le nag-t-tae 
ouUh ai -1a'an-)4-1-] mn deme ilommeoii-1- talk’, 
Tale mme lilo. ans 


Perfectly balanced...to make 
dd teatealiale mm-talemm le) o)eliale mal —+-1— 
if-Narelelialer 


e True Temper will advertise 
idal-\-\-meig-\-lamal—\\\ai a ele:.4-) amcele) i) 
\commealiiilc)al-fm —1- me -1 61g mn ce mn _icele 
idal-seameseolam-» Gaa- mn _t-Ul-t-mm- tale 
‘ojlelel—-iam e)gehsis_mam alm E-laalel_ia 
sho)? s< mm —a Uleiile me \\,-mmm @11-)'1-11- Tale 
hone @laller 


All Rocket Shears *725 Retail. 













C- Advanced Course in 


Hardware Retailing 


( 














AT85 ROCKET 
HEDGE SHEARS 


World’s fine 

tubular steel handles. Nonslip 
grips. Rubber shock absorber. 
Serrated lower blade of cutlery 
long. Wt. each, 


2% ibs. 4 in carton. 


steel. Blades e 
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ATL6 ROCKET 
HEDGE SHEARS 


New,smaller, lightweight ROCKET 
shears. Ideal forthe lady gardener. 


Boron alloy. tubular steel handles. 


chrome plated. Cushion 
Blades 6! 


lbs. 4 in carton. 


2 long. Vt. ear 


IRUE 


IEMPER 


You can look to L7 for leadership 
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Opal - the quality insect wire screening — 


offers you a profit-making sales plan with its special 
dispensing racks and promotional program. You still have time to get 


in on the profits on 1957 sales. Contact your distributor today or write 


Century” 


PENNSYLVANIA 


NEW YORK WIRE CLOTH COMPANY 
YORK 


= 
= 
2 
foal 
z 
i 
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News about B.EGoodrich Koroseal hose 


ew wide range of prices, 


ue display, help make sales 


oe 
KING Sire 


3 | a 
 PLEXI@Le 
‘“ASY To HANDLE 
IGHTER "304 RP Oimany 


BE ng se 
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ow you have four different types of 
K oroseal hose. You can take advantage 
of the Koroseal name to sell hose to a wide 
range of your customers, from the person 
who wants the very best to the price shopper. 

Here is the 1957 Koroseal hose line-up: 

Koroseal King Size is advertised for $9.95 for 
50 ft. You pay your distributor only $6.65 
and make 49% profit. (Mark up) 

Koroseal Imperial is advertised at $7.95 for 
50 ft. You pay your distributor only $6.65 
and make 49% profit. 

Koroseal Extralite is advertised at $5.95 for 
50 ft. You pay your distributor only $3.98 
and make 49% profit. 

Koroseal Crystal is translucent. Same size 
and price as Koroseal Extralite and you make 
the same profit, 49%. 

All Koroseal hose now comes in shipping 
cartons (five lengths to a carton) that is 
immediately convertible to a brilliant dis- 
play. The hose itself comes in discs with dis- 
play centers. Prices are shown in big figures. 
Bottoms of the discs fold into “stand up’”’ 
easels. Then the coils can stand anywhere. 
People can see and read the discs. 

Put the famous Koroseal name to work for 
you by displaying all the types listed above. 
Let people see that they are different prices. 
Take full advantage of the Koroseal name. 

It's a name that can mean more money 
for you. Ask a distributor's salesman about 
K oroseal garden hose. It’s not too late to 
double your Koroseal sales this year! B.F 
Goodrich Industrial Products Co.. Akron 18, O. 


Koroseal—T. M. Reg. U. S. Pat. Of 








iCELESS 
SUITCASE TYPE 
PORTABLE COOLERS 


The newest, most amazing cooler on the market . . . FRIGI-NETTE. Opens. 
carries and stores just like a suitcase. Sells on sight because it’s the handiest, 
easiest-packing picnic cooler ever designed. Made with one piece seamless deep 
drawn steel—matchless durability— AND, full 1” thick Fibreglass insulation that 
. holds cold for hours and hours! Each unit comes complete with four compact cans of 
dry-refrigerant! Permanent...safe...sealed and odorless—freezes colder than ice. 


OPENS LIKE A SUITCASE 


SELLS ON SIGHT! 


SPACE A-PLENTY The FRIGI-NETTE portable 
suitcase cooler, actually holds two complete meals 

for a family of 4! Whatever the temperature outside—foods 
and beverages stay fresh and perfect. Everything packs 

and unpacks in a flash... stays put while traveling. 


Genuine Fibreglas insulation 
1” thick. throughout 


Tight-gripping 
double clasps 
maintain ught seal— 
open guickly, close 
quickly 


“THE MOST COMPACT 
AND EFFICIENT 
PORTABLE COOLER 
MADE" 


Four compact dry-refrigerant cans are provided with each 
FRIGI-NETTE cooler! Just freeze in refrigerator, place them 
in the FRIGI-NETTE, and you have effective, clean, dry cool 
ing. Use over and over—no replacement needed. Absolutely 
sate and odorless. Freezes colder than ice. 





of In / * os 
/ NATIONAL STEEL CABINET CO 
ities CHICAG! 
i 


MANUFACTURED BY 


Comfort-formed 
luggage type 


AN AMAZINGLY 


LOW $ ? [9 5 
Suggested Retail 


Thick rubber gasket for 
air-tight seal—keeps cold 


in—keeps tood tresh 


Heavy gauge 
steel walls—one-piece, 
structurally reintorced 


YOURS FREE! The attractive, sturdy, 
‘“‘sell-on-sight’’ display stand is yours without 
charge with an initial purchase of 12 NATCCO 
FRIGI-NETTES! Stand folds into compact 
carton for shipping and storage... 
can be set up in seconds. 

WRITE TODAY! 


NATIONAL STEEL CABINET COMPANY 
2415 North Pulaski Road - Chicago 37, Illinois 


HARDWARE AGE, APRIL 25, 1957 


















$42.75 (retail) 


Operates as an auto-loader with .22 long rifle and as a 
bolt action repeater or single shot with short. long or 
Savage Model 6 Deluxe long rifle cartridges. 


$35.75 (retail) 


A steady favorite perfect for plinking, small game or 
informal target shooting. High capacity tubular maga- 
Savage Model 5 Deluxe zine, sturdy bolt action. 


$31.50 (retai!) 


Twin to Savage Model 5 except that it has a 5-shot 
Savage Model 4 Deluxe detachable clip magazine. 















+ Re OEP ee ee oe Oe ee — er 
$47.50 {reta 
The .22 with the short slide action. A flick of the wrist 
ejects and loads cartridges smoothly without disturbing 


Savage Model 29 aim or rifle position. 


$41.50 (reta |) 


The unique “over-and-under’’. Precision .22 rifle on 
| 


top... .410 gauge shotgun below . . . a year ‘round 
Savage Model 24 seller... everywhere. 





$37.95 (reta 


Most popular moderately priced .22 automatic in 
(merica—15 shots as fast as you can pull the trigger. 
Stevens Model 87 IHlandsome stock . . . distinctive black tip fore-end. 


$35.75 (reta 


An economical .22 automatic built to Stevens high 
quality standards. Same as Model 87 but with 5 and 
Stevens Model 85 |()-shot clip magazines. 

















ee 


$31.60 (reta:!) 


Bolt action .22 with tubular magazine. Precision rifled 
barrel for accuracy . . . dependable action for reliability 
Stevens Model 86) and rugged service. 


amma “oo enents seem = 


$28.65 (retail) 


.22. Same value features as 
Model 86 but with 5-shot detachable clip magazine. A 
Stevens Model 84 standout choice for economy and dependability. 











Bolt action clip magazine 


$15.95 (retai!) 


Single shot, bolt action. A favorite ‘first rifle’’ for 
beginners—safest a boy can own. Hand cocking action 


Stevens Model 15 is independent of bolt, provides maximum safety. 
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Savage Models 4, 5 and 6 


have selected walnut Monte Corie 
stock with raised comb, cheek piece 
and semi-beavertail fore-end. 








All Savage and Stevens .22’s (except 
Model 15) have precision grooved 
receivers for instant mounting of 
tip-off type ‘scopes. 


it's your guide 
to the fastest moving, 
most complete line 


of 22’s in America 





Sava 





AVAGE -« Tr . xX FIREARMS 


STOCK 


I 


The fastest selling rifle 


DISPLAY and snc teun Sin the worl j 


SELL Savage, Stevens and Fox. 
Act PF ‘ Bift T TO CHANGE SLIGHMILY w@IGHE®e@ tm CANADA 
ARM c S 


NS 
Ce 
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MAN-TALK ABOUT TIRES 


Talking shop... man’s talk... just comes naturally to men of all ages! And, when 
“men” get together to talk bike tires, U.S. Royals get in early and stay late. Dad 
remembers “way back when—’’and that’s natural because U.S. is the oldest American 
manufacturer of bicycle tires—a record of reliability that’s more than 63 years old. 


When you're talking bike tires, you can 1.75 Middleweight which have completely 
talk U.S. Royals with the assurance there revolutionized the American Bicycle Industry. 
will be no headaches for you—U.S. will 
always protect its 63 year reputation for 
quality. You can be sure of quick adjust- 
ments and a full margin of profit. And, U.S. 
gives you a complete line to please everyone 

. famous U.S. Royal Chain Balloon Tires, 


The “little men” will always mention how 
good looking U.S. bike tires are, how sure- 
footed, easy pedaling and easy handling they 
are. As a matter of fact, when Dad and Son 
come in to talk about tires, they’re more 


| : than half sold already—thanks to U.S. 
Lightweights for both American-made and Rubber’s biggest advertising campaign 


foreign, and the new Middleweights that ever. This new campaign includes SPORTS 
make any balloon tire bike handle like a ILLUSTRATED, BOYS’ LIFE, best-read 
lightweight. COMICS magazines, and classroom publica- 
Dad’ll be interested to know that U.S. tions such as JUNIOR SCHOLASTIC and 
made tires are used on more new bicycles YOUNG CATHOLIC MESSENGER ...a 
than any other brand (they had to be good grand total of more than 100,000,000 adver- 
to get where they are)! He’ll appreciate, too, tising impressions for 1957! 
U.S. Rubber’s advanced research that devel- So, get ready to talk tires, know the facts 
oped outstanding tire “firsts” such as the about U.S. ROYALS and be sure your stock 
premium grade U.S. Royal Rider and the is complete ... check today. 


U.S.ROYAL bicycle tires 


CX 00 “ : 
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yo 


o SS | 


— - SEE YOUR 

‘ Ce wo a U.S. ROYAL 

Se : | | BIKE TIRE 
JOBBER 


| Get rolling with Royals 
the fastest moving 
bike tires in America. 
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U.S. ROYAL U.S. ROYAL U.S. ROYAL U.S. ROYAL 
CHAIN RIDER MIDDLEWEIGHT LIGHTWEIGHTS 


Tough, easy-riding The easiest pedaling, longest New, narrow 1.75 size A 
and sensibly priced coasting balloon tire around makes balloon tire 
Features the exclusive Distinctive tread design, extra- bikes handle like light- 
built-in skid chain. tough construction make this weights. 

a favorite with everyone 


United States Rubber 


Cycle Tire Department ¢ 549 East Georgia Street °® 


complete line of 
sizes to fit all standard 
American and foreign 
lightweight rims 


Indianapolis 6, Indiana 
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The best way to find out why Gold Strand is the world’s 
largest selling insect wire screening is to compare it with 
other screenings. 


QUALITY You'll find that Gold Strand Screening 
has a neat, uniform mesh throughout. No holes filled in by 
plating. No snaky wires. Always an attractive, even surface. 
What’s more, Gold Strand rolls out flat and stays flat. That's 
because Gold Strand is woven to the industry’s most rigid 
specifications. 


SELVAGES Gold Strand is available with special 


ten-wire selvage or, for even greater strength, a special 
twelve-wire selvage (five flat and seven round wires). Both of 
these strong, dependable selvages provide a good body for 
tacking and will not pull away from the molding ... and Gold 
Strand will not distort or pucker even when it’s ‘grooved into”’ 
the molding. Gold Strand is woven to the industry’s most rigid 
specifications. 





era era 
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SPECIAL SELVAGE 
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(gmpure 
LD STRAND 


INSECT WIRE SCREENING 





THE COLORADO FUEL AND IRON CORPORATION—Albuquerque - 
Casper - Denver - El Paso + Ft. Worth - Houston « Lincoln (Neb.) - Los Angeles- Oakland - Oklahoma City 
Phoenix + Portland + Pueblo « Salt Lake City -» San Francisco + Seattle - 


WICKWIRE SPENCER STEEL DIVISION—Atianta - 
New York + Philadelphia 


OTHER CF&I-WICKWIRE HARDWARE PRODUCTS—Clinton General Purpose Welded Wire Fabric - Wissco TV 
Guy Wire + Wissco Flexible Wire Clothes Line - Clinton Hardware Cloth - 
Wire + Quick Hitch Gate Springs - Perfection Door Springs 














with the other 
screenings 
on the 


market 





DURABILITY All Gold Strand Screenings pro- 


vide superior wear and weather resistance for longer life. 
For instance, the galvanizing on Gold Strand Galvanoid 
Screening is far heavier than industry standards. Gold Strand 
is woven to the industry’s most rigid specifications. 


There are many other advantages you and your customers 
will gain if you stock Gold Strand Screenings. Your customers, 
for example, get the screening they want because Gold 
Strand comes in Galvanoid, Aluminum and Bronze (both 
bright and antique finishes) and in a wide variety of widths. 
And you don’t have to carry large inventories of Gold Strand 
Screening—it’s always quickly available from these 18 CF&| 
warehouses which are conveniently located all over America: 


ATLANTA~-+‘BUFFALO + CHICAGO + CLINTON, MASS. + DENVER 

HOUSTON + LOS ANGELES + MT. WOLF, PA. +» NEW ORLEANS +» NEW 

YORK + OAKLAND + PHILADELPHIA - PHOENIX + PORTLAND, ORE. 
PUEBLO, COLO. + SALT LAKE CITY + SEATTLE + WICHITA 


GOLD STRAND 


INSECT WIRE SCREENING 
THE COLORADO FUEL AND IRON CORPORATION 





Amarillo + Billings - Boise - Butte 


Spokane + Wichita 


Boston + Buffalo « Chicago + Detroit + New Orleans 


linton Hex Mesh Netting » Mechanic's 
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Get set! 
Big new 
General 
Klectric 
Yellow 
Bulb 
Promotion 
starts 
in June! 


G-E YELLOW Bulb sales really 
made cash registers ring last 
year. Order now. Get your share 
of 1957's profitable sales! 
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"WHAT'S SO GREAT ABOUT G-E YELLOW BULBS? [rankly. 
Mr. Bug in General Electric’s Spring magazine, TV and displ 


oe } 11 
Irankly.,. (nal S wn VOul customers buy them Or all (neu 


MR. BUG IGNORES THEM... YOUR CUS:OMERS ADORE THEM... SO SELL 'EM BY THE CARTON! 


> " . > ‘ TY) rh t — » »)Y ; ‘ 
Like most night-filving insects, h ot Displav ’em righ sell “em fas 


( iStl If) OT fllli Dave, COLO 
lmost blind t yvour General Electric representative | BETTER HOMES & GA 
vellow light. This filter shows his bug’s 


rad in June 
RDENS and 


day and check into point-of-sale dis- commercials on Mav 28 and in Jun 


eye view of a G-E YELLOW Bulb. plays that really sell! on “CHEYENNE.” big G-E TV show! 


attracted pecause ies a 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Model No. 307W, White enamel $1.98 


Magnetic model $2.98 


hard to believe, but it’s true! 


We haven't made a mistake! This is act- costing twice as much. It has the kind of 
ually a picture of the new, low - priced, appeal that assures sales success...then 
SWING-A-WAY Budget Can Opener..with goes on building good will with its perfect 
the performance, quality and dramatic performance. Be sure you see this excit- 
styling found only in competing models ing new SWING-A-WAY before you buy! 

ONLY $1.98 


SWING-A-WAY MANUFACTURING CO.-+-4100 BECK AVE.+ST. LOUIS 16, MO.+-In Canada: Fox Agencies, Port Credit, Ont 














> 


Standard Can Opener | Magnet. Can Opener Portable Can Opener § Automatic Can Opener | Cabinet Can Opener 
from $2.49 from $3.49 from $1.98 from $4.49 $9.95 

















THERE’S A SWING-A-WAY 
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You'll make more profits with less sales effort, because... 
ARISTO-MAT STOVE and UTILITY MATS Sell Themselves! 





The 
Most beautify; Protection 
~ Four 


p 
erfecr Potection 


a WEAT BURNS 
TAINS MICKS CHIPS 


we OT) 

<a * Oe 
> Guaranteed by 
x Housekeeping 
” 


oP” as aovransse TAS 





There’s nothing 
like Aristo-mats 
for impulse sales! They sell on sight! And what 
these beautiful mats don’t say for themselves is said 
by their informative display labels. Nationally adver- 
tised, nationally publicized . . . Aristo-mats have the con- 


sumer acceptance that builds impulse sales. 


If you handle Aristo-mats now, it will pay you to 





properly display these fast-selling mats. The attrac- 
tive floor displayer is FREE when you buy a small 
assortment. It takes little space .. . sells its 
weight in gold. If you haven’t stocked 
Aristo-mats yet, have your jobber 
supply you quickly. You'll be glad 


that you did! 


Available ih Stainless 
 itna Pe Mils liilomililliie 


, y : a4 3 : Bright or Copper-toned 
ss Bee : Aluminum and a variety 
| . of homemaker patterns. 


Sizes to fit any range. 


A division of PHOENIX TABLE MAT CO. ik: diapers see lg 
1718 East 75th Street + Chicago 49, Ill. 


LEBEL RE LBRO OE 
<phase ners 
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Youll find these built-in qualities in every product 


SUPERIOR Use Performance 
SUPERIOR Packaging 

SUPERIOR Impulse-Sale Movement 

SUPERIOR Turnover and Profit 
















— Quality Products for the Home 
y URTISS-WRIGHT (3) 














Retail Sales Potential... 
more than $40 million 


(your operation's share will produce substantial profits) 








—_—_— 
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Comparative use tests show that A patented new ‘‘sponge’’ mop 







80% of sponge users prefer unique that does a score of household COMPLETELY NEW. Do-it-yourself 
Dura-soft over conventional chores. . . better. Makes conven- product for the housewife. More 
sponges. tional dish mops obsolete. than 100 uses. 


iCie 
gn*' AN)» 











ALSO EVALUATE THE GREAT NEW MULTIPLE PACKS OF Dura-soft...the Dura-soft 8 


..Dura- soft 4 ...Dura-soft 12...retailing from 79¢ to $2.29...with attractive margins 
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Retail Sales Potential... more than $30 million 


(every 10th person is a prospective purchaser of these products... for personal use or as gifts) 



















A ‘‘walk-away’’ item at this price New, more effective bottle cleaner Special extra-soft Nylon bristled The leading training seat on the 


...also available in de luxe edition ... junior size edition of the brush... and comb... in baby market... 

to retail at $1.98. Wonder Wedge. colors. : 
PLUS other items to complete a full-line of BABY CARE and TRAINING accessories... C columbia | 
Look for the Parent’s Magazine seal on these products 


Retail Sales Potential...more than $20 


million (new impulse-purchase- packaging makes fast 











movers out of these staples) 

Complete line of 
women’s and men’s 
Nylon- bristle brushes 











... hygienically blister- (TV) (Radio) (Newspapers) (Magazines) 
packed...to retail from selel C-em Thiam haicentit]= 
$1.00-$1.49. Six styles 

of men’s and women’s MERCHANDISING PROGRAMS 
Nylon combs. ..to re- Get full information from 

tail from 19¢ to 45¢. YOUR LOCAL REPRESENTATIVE or contact 





PLASTICS DIVISION, Curtiss-Wright Corporation 
50 Rockefeller Plaza, New York 20 





9} 
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STOCK A FULL ACTION TOY LINE DOLL CARRIAGES AND STROLLERS 





683-1 REINDEER 
DOLL STROLLER 


6-60 SPACEMASTER 666-4 PANDA 


DOLL STROLLER 


children cherish them 


og tor —— 3-in-1 Convertible 


Becomes Girl's Train-A-Bikes 
by simple removal . 
of crossbar — 


Removable trainer "s, 7 ; ys 
wheels. r . 
Prat 632-1 Fluffypup 
, . \ - —- —- a 


Doll Carriage 


tt 650-1 EMPRESS 
 d DOLL CARRIAGE 








ALL YOU NEED to get ACTION in YOUR 
TOY SALES is RIGHT on this page in 


SIEBERT 


1957 ‘Future Look’ ACTION TOYS 
and “Instant Selling © 


JUVENILE FURNITURE 


di COMFORTABLE CAR BEDS AND AUTO SEATS FOR YEAR ROUND SALES 
be sure to sell SIEBERT — to be sure to sell! 


CB156 CAR CRIB 
& AUTO SEAT 





becomes P ; AS-56 AUTO SEAT 
this y, | ey 


' the best toy profits come 


from the best... 


" 6-TCl Safety 


et toe GARDNER, MASSACHUSETTS 
With sliding . 
chalkboard panels. PERMANENT SHOWROOMS 

SPACE 1537, AMERICAN FURNITURE MART, CHICAGO 


° ° 6 A e \) 
- SPACE 305, NEW YORK FURNITURE EXCHANGE, NEW YORK 
fop quality a nation s choice Write Dept. HA 4-25 SOUTHERN PLANT — ALEXANDER ST. & VICTORY BLVD., PORTSMOUTH, VA. 
SPACE, 5TH FLOOR SOU. FURN. EXPOSITION BLDG., HIGH POINT, WN. C. 
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The man from Reynolds shows 
the way to bigger Spring sales! 








two ways to make profit 
on Do-It-Yourself screens 


New Screen Kit and standard Screen Materials part of 
Reynolds big Spring promotion in your city! 






New Do-It-Yourself Screen 
Kit from Reynolds 





Do-it-Yourself 
Screen Materials 
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REYNOLDS 


Kit contains plastic 


— you now carry in your 
screening, framing pieces 


rack. 6’ and 8’ pre-shaped 


so apewinee 


. yo-rr youRsELE sized for standard win- framing pieces, corner 
& SCREEN dows, corner locks and locks and all necessary 
=) KITS necessary hardware. hardware for hanging. 


3 
5c gon o;sPiar 





New Screen Kit makes 
display easy—selling 
even easier. 


They’re your big sellers 
from regular Do-lt-Your- 
self stock. 
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Spring calls for screens. This year new home 
owners and old homesteaders, will make their 
own screens ... with Reynolds Do-It-Your- 
self Aluminum. 

This spring, Reynolds will help you sell 
the Screen Kit and Screen Materials . . . Do- 
It-Yourself Aluminum for other home repairs 
and improvements. How? By national ad- 
vertising with the local punch of your own 
town paper. Over 22,000,000 readers of This 
Week, Parade and Family Weekly — papers 





See ‘CIRCUS BOY”’, Reynolds exciting 
dramatic series, Sundays on NBC-TV 


HARDWARE AGE, APRIL 25, 1957 





in your city — will read about the new Screen 
Kit and Do-It-Yourself Aluminum. And 
point-of-sale material that commands atten- 
tion and action will tell your customers to 
buy Do-It-Yourself at your store. 

Ask the man from Reynolds about this 
spring promotion. Ask him for point-of-sale 
material and Free Project Sheets. Stock up, 
now! Display! Make it a profitable spring 
by selling Reynolds Do-It-Yourself Alumi- 
num. And feature the new Screen Kit. 


LDS Do-lt-Yousl? ALUMINUM 


Reynolds Metals Company 
2500 S. Third Street, Louisville 1, Kentucky 


































HARDWARE DEALERS 





W ae . e 
Jim, | Know the Vigoro line is 
a good seller. But Id sure like 
“7 
TO Earn more on the volume | do! 





You don't have to be 
a ‘*big operator’’ to 








“Ive got news for you, 

Bill. Swifts new dis- 

count policy is tailor- 

made for dealers just 
like yourself!” 











en Now — more than ever before you can Buy 
| 20 VIGORO Right! Even if your sales volume is 
eel not the biggest, our attractive new policy enables 

| | you to earn top discounts! Result? America’s 
No. 1 selling line of gardening aids will become 

even more profitable for you. Get all the facts 

from your Swift Field Representative. He’s in 


business to help your business... and he’s help- 


Golden VIGORO VIGORO VIGORO Instant VIGORO 


Complete Lawn 
Food 
Proved on over 3 
billion sq. ft. of 
lawn. Safe, non- 
burning—lasts 
longer, gives 
Steady feeding for 

months. 


Complete 
Plant Food 
Topsellerfor years 
—outsells the next 
brand by 6 to 1! 
Ideal for flowers, 
shrubs, vegetables, 

trees. 


Complete 
ROSE FOOD 
New! Special for- 
mula provides 
needed nutrients 
formoreand better 
blooms. Nothing 
like itever before! 


Complete water 
soluble plant 
food 
Provides fastest 
possible feeding 
action... nour- 
ishes plants 
through both 
leaves and roots. 


New Advertising and Merchandising 
will Spark Your 57 VIGORO Sales! 


More profits, and more advertising will spear- 
head the complete VIGORO line of gardening 
aids this year. Reader’s Digest, and Saturday 
Evening Post are just two of the publications 
that will carry the biggest ad campaign ever! 
PLUS—display materials that pinpoint your 


area—‘* 


>? 


made right for the soils and gardening 
conditions in your area. 


Additional Specialties Available in Certain Markets 


SWIFT & COMPANY 


Plant Food Division, Union Stock Yards, Chicago 9, Ill. 


] o- Px eT 


i | } 7 ] ; 
, ' acd . , 
. Mir FY COU ai : 


lemarks of Swift & Com 


pany 


ing you sell the line that’s backed by years of 
consumer confidence! 


eT 





Golden Vigoro Complete 
Lawn Food 

Vigoro Complete Plant Food 

Instant Vigoro Complete 
‘Water Soluble Plant Food 

Special Vigoro for 
Camellias & Azaleas 


Made Right 


—_ My 


ae ee 


FLORIDA 1 LAWNS 
GOLDEN 


VIG 


COMPLETE tawy Fees 


The VIGORO Family of Gardening Aids 


Vigoro Complete Rose Food 

Vigoro Plus Chlordane 

End-o-Pest Garden Dust 

End-o-Pest Rose Dust 

End-o-Pest Garden Spray 

End-o-Pest Ant & Lawn 
Insect Dust 


End-o-Pest Ant & Lawn 
Insect Spray 


End-o-Pest Tree Spray 
End-o-Weed 


End-o-Weed for Crabgrass 
and Chickweed 
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 Repiddigton 
DELUXE 




















Sell more pumps—and make more profit on each unit— 
with the famous Rapidayton Champions. There's a system 
for every need; wells 0 to 150 ft. And they're ‘‘deluxe and 
in demand,’’ a combination which means maximum profit. 
You profit because Rapidayton Champions give you more 
pump to sell—more quality ‘‘sellable’’ features than any- 
thing in their class. You profit because these deluxe ‘‘worth 


Shallow Well CHAMPION © to 25 FEET 


A really outstanding big volume system. More deluxe features than 
ever before. High capacity, proven dependability. Heavy-duty 3 and 
Vy h.p. capacitor motors. 4-gal. stainless steel tank; 13- and 30-gal. 
horizontal and 42-gal. vertical galvanized tanks. 


Convertible CHAMPION 


0 to 80 FEET 


Illustrated above. Most versatile of all deluxe single-stage convertibles— 


and most in demand. One basic model converts to shallow or deep 
well without extra pump parts. 3 and > h.p. capacitor motors, Stainless 
steel and galvanized tanks 


Twin* CHAMPION | O to 150 FEET 


America's No. 1 all-purpose pump. Meets need for more water in more 
places. Has two impellers; pumps full capacity at 40 Ibs. pressure 
(compared to loss of 50% to 80% in one-impeller pumps). The only 
convertible multi-stage pump! 13 to 1% h.p. capacitor motors. Horizontal 
or vertical tanks. : 








d IN DEMAND 


‘a Vv’! 3a 


more’’ systems are priced just above the very lowest and 
also carry a generous trade discount. You profit because 
the many fully packaged and convertible systems are easy 
to stock, easy to install. And you profit because inter- 
changeable parts (only a handful needed) keep inventory 
low and make service easy. Write to Rapidayton Division, 
The Tait Manufacturing Co., Dayton 1, Ohio. 


DOLPHIN* Submersible 
NYLON IMPELLERS 
Give Pump ‘‘Double Life’’ 


With the increasing need and demand for 
submersible pumps, more and more hard- 
ware dealers are handling the Rapidayton 
Dolphin—because of its unmatched perform- 
ance, greater dependability, and ‘double 
life."' This double life is achieved through 
the exclusive design and construction of the 
stages and a hydraulically-balanced impeller 
(which eliminates thrust on the motor), made 
of tough nylon (patent pending), For 4° and 
6” wells to 500 feet in depth. Get full story 
of this remarkable pump from your Whole- 
saler or write direct to Rapidayton Division, 
The Tait Manufacturing Co., Dayton 1, Ohio. 
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hardware of Du Pont 
ZYTEL nylon resin 


OU’LL FIND more and more products that have been 
unchanged for years are now turning up with im- 


























proved performance and appeal because they incorpo- 
. | rate parts of DuPont ZYTEL ny lon resin. This is because 
— 4 4 progressive manufacturers are streamlining their prod- 
’ : ucts to conform to customers’ preferences. Today. Cus- 
tomers want things that are easy to handle products, 





for example, that take advantage of the weight reduction 
possible with ZYTEL nylon. And speaking of handling. 
/YTEL is strong. smooth and pleasant feeling. making it 





an outstanding material for handles of all types. 

/YTEL nylon resin also satisfies the modern demand 
for greater eve appeal. Colored ZYTEL in a wide range 
of colors is used in many hardware parts such as knobs, 











INSULATING CAPS of Zyret nvlon resin easily snap on and lock over ele cases, dials and cabinet components. Items of electrical 
trical splices, forming a strong, protective covering. the caps are approved hardware rely on the high-grade insulating properties 
to 221 F. and ean be used at 600 volts on building wire and 1.000 volts in ; , 
fixtures. (Molded by Stimsonite Division of Elastic Stop Nut Corporation of and heat resistance of ZYTEL. You can now stock electri- 


Ameri he Cnt Lora. it] 
Hillside, New Jersey.) 


rT ) ‘ ina le 1 , odue - ‘) moration. . . : . 
nois, for Buchanan Electrical Products Corporation cal sockets. switches, bushings, terminal blocks and con- 


nectors made with Du Pont ZYTEL. 


In addition to color and design. hardware made of 
/yvTet. offers great strength and toughness. It retains its 
properties through a wide range of temperatures from 
far below zero to as high as 250°F. without cracking, 
shattering or crazing. It will also resist almost any 
household chemical your customers are likely to use, 

These are some of the reasons why you can confidently 
recommend hardware that is made of ZYTEL or uses 
parts of ZYTEL. The advantages of ZYTEL nylon resin in 
a product are often the plus that will clinch a sale. 










for more information on hardware items of DuPont 













ZY TEL nylon resin, clip and mail the coupon. 
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perfect for summer activities 
... beautiful in any kitchen 


Easy, convenient way to carry hot or cold dishes to 
picnics, barbecues, parties and get-togethers. 
Two compartments provide ample storage space for 
cakes, pies, cookies and sandwiches .. . keep them 
fresh for days. Large utility base can be used 


as attractive serving tray. 


Beautiful hand-decorated design, available in lemon yellow, 


pink, turquoise, red or white. adds a new beauty to any 


kitchen. Retail $2.99 


Order from your jobber Today! 


KITCHENWARE BY 


* Slightly higher West of the Rockies 
Since 1921 


PEORIA METAL SPECIALTY COMPANY 
2501 South Washington Street ® Peoria, Illinois 


62 
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Large compartment holds cakes and hot 
dishes . . . may be used separately, 


Pie corel fits snugly ovel hase in neat 
single compartment, 


Large base makes attractive serving tray 


for cookies. sandu iches. 
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Roll up record sales with the exclusive new 


LadyArvin 


Roll-Away DeLuxe 


ADJUSTABLE ALL-METAL IRONING TABLE 






Rolls forward 


The FIRST ironing table > err 
with TWO sets of wheels! 4 when open 


Tmacic 






‘or air 
cwt* UND - 


< "ay 
* Guaranteed by * 
Good Housekeeping 

* 
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Rolls sideways, 


relate. here too, when 


——/} closed 





Style 3130. Here’s the hottest new ironing table selling vide: Finger-tip adjustability, from either side, to any 
feature in years! With dual sets of wheels, the Lady height from 24” to 36”... Safety lock . . . Sturdy, light- 
Arvin DeLuxe rolls anywhere—even sideways into the weight construction . . . Non-skid, rubber-tipped front 
slimmest storage space. ‘This new Arvin “‘first’’ assures leg ... Flat fold . . . Lots of knee and leg room... 
utmost handling ease—in addition to the maximum Handsome elliptical chrome-plated legs and feet, tur- 
stability provided by Arvin’s exclusive triple-strength quoise enameled top. Completely assembled. Lowest price 
ventilated top .. . Arvin top quality features also pro- among tables of similar quality, adjustability. 


SEE THE COMPLETE ARVIN LINE: 8 Models for profitable retailing from $6.95 to $14.95. 
Also 5 Lady Arvin ‘‘custom-fit’”’ pads-and-covers. Sets from $1.98 to $3.98. Covers from 98c to $2.98. 


if” \ | VP, ‘ | Sear aas I“ — 


; J\ 
jo —_ f ¢\ 
% 


Style 2120. Arvin Economy (non- Style 2200. Arvin Standard Style 2535. Arvin 12-height ad- Style 3000. Lady Arvin, infinite 


~ 





adjustable). Finished in turquoise (non-adjustahle). Solidly estab- justable. from 23° to 36 F'in- adjustability from either side, 
enamel. Promotionally priced. lished best seller. ‘Turquoise ished throughout in turquoise finished in turquoise enamel. 
Style 2520. Adjustable. Similar to finish throughout. enamel. Style 3100. Lady Arvin DeLuxe, 
above in appearance but adjustable Style 2635. DeLuxe model of chrome-plated legs and feet, tur- 
to 11 heights from 25” to 36". Yel- above, with chrome-plated legs, quoise top. 

low top, turquoise legs. turquoise top. 


NATIONALLY ADVERTISED in leading women’s mass magazines 


* 
Furniture and Housewares Division, A WHR INDUSTRIES, Inc., Columbus, Indiana 


Also manufacturers of Arvin Outdoor Furniture, Outdoor Grills, Home Radios, Portable Electric Heaters, 
Fans, Lectric Cook, and Automobile Heaters 
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6 SURE SELLERS Dont be 
for more spray profits Stuck 


the One adhesive that has 
PRATT'S | B i 
ana au po 
SCALECIDE TREE he , dA 5 Lig 


—_ ’ a in yer ntal, shad ry o has truit trees that makes it the most versatile, 
ul rees. Sate, ot, ~ ‘ 

-_ : ; pray or ° . / 
—_— Saving material tor use 5 ist he all-purpo insecticide most in-demand adhesive you II 


the home gardener, orchardist and row bette 


nurseryman ‘onles. pears. peaches plums. etc stock—ties in with most every do- 
Retail Packed Dealer he ; , 
/, pint bottle $ 85 12/cs $ 6.12 Packed Dealer it-yourself item. 


| at. can 1.69 12/cs 12.17 | Ib. canister $1.00 12/cs $7.20 
The Easy 


| gal. can 3.98 6/cs 14.33 2.00 I2/cs 14.40 
PRATT'S that makes it a favorite of every 


PRATT'S = HOME & adhesive user—from fine craftsmen 


| NSECT SPRAY to model-building children. 
CHLORDANE [5 S=s=—_| |= INSECT 


This versatile insecticide concen- d all-purpose liquid concentrate hah 

















trate gives customers an easy “‘do tor spraying outcdoo! and indoors 
it-yourselt’’ way to control termites. ontains 5% L ane en 12'‘4~% 
Many uses for household and gar- remium grade Malath n. Dhilutes that handles even the toughest 
den pests, especially ants. Contains | to 200 tor meng Samal. 
8 Ibs. Chlordane per gal flowers, lawns, pets l’sed also for home adhesive jobs — brings cus- 


. mosquitoes flies ants roaches 
Retail Packed Dealer eee , , 
4 oz. bottle... $1.25 12/cs $ 9.00 spiders, ete. tomers back for more. 


V2 pint bottle 2.00 12/cs 14.40 Retail Packed Dealer 
| pint bottle 3.59 6/cs 12.92 8 oz. bottle $1.50 12/cs 
| quart bottlie.. 5.65 6/cs 20.34 | pint bottie.... 2.25 6/cs 


| quart bottle.. 4.00 6/cs 14.40 NATIONAL MAGAZINES carry the story of 


this famous adhesive to literally millions of 
shoppers the country over. That's made it- 
year after year — a standout traffic-builder 


PRATT'S PRATT'S f 4 oS; “il . in stores of every kind. Make sure you re 
| .. me, stocked when they come in and ask for 
SHOT GUN = SODIUM | : | : 


| PLiOBOND. Contact your local jobber or dis- 
ARSENITE | Teng i tributor—or write: Goodyear, Chemical Divi- 
WEED > | sion, Department D-9455, Akron 16, Ohio. 


KILLER 


The “one-package spray  assort 

ment’ that can be sold to every 

customer. Contains such modern An all-purpose, super-strength weed 
insecticides as malathion, methoxy killer that every customer with a 
chlor and captan for the control of weed problem will buy. For walks, 
insects and disease. roadways, tennis courts, yards. Also 

Retail Packed Dealer kills poison ivy, termites, etc 

Vo lb. dust gun. $1.29 12/cs $ 9.25 Retail Packed Dealer 
| Ib. canister.... 1.59 12/cs 11.45 | quart can $ .90 I2/cs $ 6.48 


3 Ib. bag . 3.59 b/ces 12.92 | gallon can... 2.60 4/cs 6.24 GgGOoo0oD FAR 
Prices sli, tly higher West of Mississippi River 


Write for prices on the complete Pratt Line 


B. G. Pratt Co., 200 Twenty-First Ave., Paterson, N.J. 


“BONDS ANYTHING TO ANYTHING” 


Pliobond-T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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Why hundreds of dealers 


have already ordered this 
garden hose display stand... 








Front and back, , , 
merchandising panels 
at eye-level hold actual 
hose samples, and 
show water-flow 
available through 
each type. 








New... 9MlP.. «a veautita 


store fixture—ideal for year-around use. 





nara Ow 0 cond tre tomy J 


—, =o 
Seiten nail » 























* Acomplete self-selling unit — 

which encourages the customer to 
v q Free sell himself “up” to better 
grades of hose 


Free 








% 4lengths of hose are included 
free. When you sell these 

4 lengths—you get back 

the entire price of the display 
stand plus a profit 






* Made of glistening 
tubular aluminum, 


this compact stock-carry- 
ing display is mounted 
on heavy-duty casters; 
moves easily in any 
direction. Modern com- 
| pact design requires only 
| =. ~ wen ites —_ a, « 5 ft. x 2 ft. of floor space, 
jie || - cae a a yet accommodates more 

- ee | eo | cecal Ya than 1500 feet of hose. 


®@,. 
> « 






For further details see your Gates jobber 


salesman, or write direct to The Gates Rubber 






Company, Sales Division, Inc., Denver, Colo. 


TPA 235 


[ZN 









The Mark of Specialized Research 





—_ 


ee oe 


ares Plate 








Get your PROFIT SHARE of the home buying dollar 


WITH HOUSE SIGNS AND 
Fry ‘ 


HA], WEATHER VANES 


Rooster 


Mare & Colt 
CRAFTSMANSHIP AT ITS BEST—POPULAR PRICE 
MAKES EVERY HOME OWNER EAGER TO BUY 


@ Decorates Any Home — Ranch — Colonial — Tri-Level 


@ Rust-Proof Aluminum @ Sales Proved Designs 


Cash in on the increasing home ownership in your area. 
Place a WHITEHALL display in your store and watch 
how home owners stop to eye and Buy. All homes—tra- 
ditional or modern—get an individual touch to make their 
owners proud and happy. WHITEHALL creations come 
in hundreds of designs giving you a selection to please 
every taste. 





Cocker 
Lantern posts are grow- 
ing in as po irity. Make 
re ou have the 
W’ Hil T EHALL ladder 
rest sign your custom- 
ers want. 


WHITEHALL HELPS YOU SELL 

Just ask and we send you catalog with com- 

plete information regarding FREE display 

stand, envelope stuffers, ad mats and other 
Mail Box Sign selling aids. 


Write today About WHITEHALL’s Dealer 
DUO GLO Reflective Letters Profit Plan 
and Numbers Add Extra ai) 
Profits e 
Spell out your customer's n TH ll ITE H ALL Metal Studios, Inc. 
and see how the DUO-GL 


set helps you sell. 5865 N. Lincoln Avenue ° Chicago 45, Illinois 
AMERICA’S LEADING CREATOR OF DISTINCTIVE METAL WORK 


Terrace Sign 


EASILY INSTALLED 


. _ going great in @ S kinds of drawer slides 


" 
os” 
y 4 





the growing 





Do-it-yourself market ! 


K-V hardware is the quality line that never lets you down. It 


K-V 1300 slide illustrated 


@ Sliding door hardware 
means lasting customer satisfaction . . . ever growing sales for glass, wood doors 
and profits... with new packaged assemblies to meet 
constantly increasing do-it-yourself demands. The smooth 
friction-free action of K-V drawer slides and sliding 
door hardware means quick sales. Ease of installation 
and adjustability make K-V shelf hardware a top seller. 


FAMOUS FOR MORE THAN 40 CLOSET FIXTURES 
K-V 992 assembly illustrated 


@ Complete kits for building 
open wall or built-in sheives 


V 1 Clothing Carrier K-V 2 Closet Rod K-V 3 Garment Bracket cH | | 
CUA UIFUS. 
Ask your jobber for complete catalog and price lists, === awit | 


or write us | 18tt4e.— 


KNAPE & VOGT MFG. CO., Grand Rapids, Mich. - —- | aii ti) 


—t+ ++ 
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Wheeling short cuts 


to spring chores 


...and fun 











5 MILLION Wheeling shortcuts to spring sales! 


Just wait until the April 27 issue of the Saturday Evening Post with this a ar ere ae ee ee 
striking full-color ad hits the stands. Over 5 million readers of the Post MAKE YOUR STORE WHEELING 
will see it! And you'll feel the impact right where you want to — in your | MEADQUARTERS! 


cash register. Wait until vou see how vour Wheeling sales will soar — and Free tie-in material 

. . - - “ is now available — 
on every Wheeling product you carry. newspaper mats 
streamers, counter 


Better yet — don’t wait! Make plans now to stock up for the coming | cards, blowups, re- 
sales. There's a Wheeling warehouse near you ready to give you one-day PEE: NS OR Se 


call for full details. 





service on whatever you need. Call them today. 








Warehouses: 
WHEELING CORRUGATING COMPANY Boston Detroit New Orleans St. Louis 
WHEELING, W. VA. Buffalo Kansas City New York Sales Offices: 
Chicago Louisville Philadelphia Atlanta 
IT’S WHEELING STEEL Columbus Minneapolis Richmond Houston 
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Leave it to Wiss to wrap up the sale 
with an award-winning snips box and 
matching snips sleeve! 

This brand new box is more than just 
an attraction to the customer—it’s a 
practical aid to store personnel as well 

. . with model number, type, and gen- 
eral snips information clearly visible 
right on the front, and further detailed 
on the back. 

Moreover, snips can be removed 
from the box and displayed on a peg 


board with the same clear identity. In- 


formation on the box is also contained 
on the matching sleeve. 

FULL 40% DISCOUNT! All Wiss Solid 
Steel* snips can be sold at full mark-up 

. and sell ‘em you will, as the big Wiss 
ads in Popular Scicuice and Popular Me- 
chanics point out the many jobs they'll 
do besides cutting metal! 

Your jobber’s waiting to fill your Wiss 
snips order and all your other needs. 
Stock up with Wiss Solid Steel Snips 
today! Consultation service available 


for special requirements. 





A SLEEVE FOR EVERY PAIR enables removal from box 
and display on peg board. Clearly indicates Wiss name 
as well as type and model number of snips. Will hang 


vertically or at angle. 


BACK OF SLEEVE lists advantages of Wiss snips for 


WISS SHIPS ARE MADE IN 


FOUR CENERAL TYPES 


clerk and customer. Tells length and type of cut that 
snips will make. Also describes four basic types of Wiss 


snips. Bottom is perforated to enable removal for in- 


ventory control and re-ordering. 


REVERSE SIDE OF PACKAGE contains the same detailed 


information as back of snips sleeve. Everything sales 
clerk or customer needs to know. 


Wise cotele 


J. WISS & SONS CO. 
rk 7 N J 





Vv-i9 


METAL CUTTING SHIPS 
COMBINATION PATTERN 


Wiss Solid 
Steel Snips are 
designated by 
the letters “A” 


OT 


“V”" before 


stock number. 


J. wiss & SONS CO., NEWARK 7, N. J. 


World’s Largest Manufacturer of Shears, Scissors, Pinking Shears, Metal Cutting Snips and Garden Shears 
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A report of the 


Southern Hardware Convention 


the 66th annual convention of the 


By Hardware Age 


Southern Wholesale Hardware Assn. 


and the 112th semi-annual convention of the 
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More profit by cutting costs 
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Improved profits through more efficient oper- 
ation of warehouses and offices was the theme 
of the annual Southern convention early this 
month. 

This was the 66th annual convention of the 
Southern Wholesale Hardware Assn. and the 
112th semi-annual meeting of the American 
Hardware Manufacturers Assn. The conven- 
tion was held at the Biltmore Hotel, in Palm 
Beach, Fla., from April 7 through 11. 

The theme indicates an energetic attack on 
the low profit headache that has plagued busi- 
ness for too many years. 

Southern wholesalers are fed up with the 
poor profit experience of recent years. They 
mean to do something to correct the situation. 
That was the atmosphere that marked the two 
sessions with an all-wholesaler speaker pro- 
gram. 

One of these sessions found executives talk- 
ing pretty frankly about management problems. 
The other session was mainly warehousing, with 
executives on one panel discussing their new 
warehouses and another panel reviewing the 
warehouse conferences. 

The feeling of many distributors was this: 
more action and less talk. 

The results were reflected in the warehouse 
conferences, district meetings held during the 
past year for managers of warehouses to review 
their operating and management set-ups. 

Now, southern wholesalers are thinking about 
extending the conference program to cover 
office procedures, since the warehouse meetings 
were so successful. 

The convention this year was held against a 
background of recent changes that have taken 
place in some of the country’s largest wholesale 
houses. 


Gossip of all kinds flew up and down the 


70 


r 


Contact session 
& ames Lm ns 
ern Convention forma 


aground Biltmore Hote 
V4 wi — a , ~ 4 
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a special report 


by HARDWARE AGE on the 


Southern Wholesale Hardware Convention 


is aim otf wholesalers 


PRI PLLLLOLLLL LLLP? 


Biltmore Hotel 
and you could find rumors circu- 
lating around the sides of the 
hotel’s pleasant swimming pool. 
Even a dripping bathing suit ap- 
parently was not a hindrance to 
the ebb and flow of gossip. 

An unusually large number of 
representatives of northern whole- 
sale houses was on hand, includ- 
execu- 


hallways of the 


ing several dealer-owner 


tives. 


Officers are re-elected 


In most instances their attend- 
ance was the result of an over- 
lapping vacation. These 
tives, some of whom have been in 
the news recently, added consider- 
able interest to the after-hours 
discussions. 

All in all, it was a most inter- 
esting meeting. The 
were generally down to earth. The 
atttiude of wholesalers generally 
indicated that something is going 
to be done to improve their profit 
situation through improved oper- 
ations that will lower costs. 

The election of officers for the 
Southern Wholesale Hardware 
Assn. marked a turning point for 
the staff. All the officers were re- 
elected with S. D. May, Bluefield 
Hardware Co., Bluefield, W. Va., 
beginning his second term as pres- 
ident. 

This was the first 
T. W. McAllister was unable to 
attend the convention since he be- 


execu- 


discussions 


vear that 
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came a part of the staff. Mr. Mc- 
Allister was re-elected managing 
director and treasurer. 

The change came through an 
addition to the staff. Ralph E. 
Kirby, editor of Southern Hard- 
ware, Atlanta, Ga., was elected by 
the executive committee to the 
office of secretary and assistant 
treasurer. 

The one change in the elected 
officials was in the executive com- 
mittee. Hugh M. Davis, president 
of C. M. McClung & Co., Knoxville, 
Tenn., was elected to the commit- 
tee. He succeeds Aubrey L. Carr, 
Keith-Simmons Co., Nashville, 
Tenn., who has served three years 
and was not eligible for re-elec- 
tion. 

The Old Guard held its annual 
dinner and then its business meet- 
ing. Robert M. 
Orleans, manufacturers’ represen- 


Barnes, of New 
tative, is the incoming president. 


There were social events 

The convention program was 
opened formally on Sunday eve- 
ning, April 7, with the convention 
reception at the Sun and Surf 
Club. 

The other formal social event 
was the buffet supper on April 9, 
convention feature. The 
buffet was on the hotel cabana 
terrace. The theme was Hawalian, 
for the dinner music and the after- 
dinner entertainment. 

The contact session, a notably 


a new 


PHP PPP LPLLPLOE PLL LLLO LOBEL LOL ILL GLEPLELLLEL ELE 


successful feature of the conven- 
tion, was held by the hotel swim- 
ming pool on the morning of 
April 8. 

The speaking program started 
the evening of April &. 

S. D. May, SWHA president, and 
B. B. Wood, AHMA president, pre- 
sided. Mr. May greeted all mem- 
bers and guests. Mr. Wood noted 
that the SWHA is one of the old- 
est industry organizations in the 


country. 


Two sessions on problems 

Dr. Pierce Harris, pastor of the 
First Methodist Church, Atlanta, 
Ga., was the speaker. 

The other speaking 
was on the morning of April 10. 
Dr. Leo Bogart, director of ac- 
count research, McCann-Erickson, 
Inc.. New York advertising com- 
pany, spoke on modern merchan- 
dising and advertising 
Theodore F. Koop, CBA news and 
public affairs bureau 
Washington, D. C., spoke on the 
national scene. 

Mr. Koop forecast a budget cut 
of not more than $2 billion, and 
that taxes would not be cut this 
year. He suggested business men 
study the nation’s problems, de- 
velop an attitude of tolerance on 
politics, and elect good officials. 

Wholesaler problems were han- 
dled at two 
April 9 and 11. 


Two 


program 


trends. 


director. 


sessions, 


morning 


panel discussions were 





held April 9, one on the warehouse 
conference and the other on new 
warehouse just completed or un- 
der construction. A third feature 
of session was a discussion by a 
Wholesaler and a manufacturer on 
manufacturers’ granting special 
spiffs, to stimulate 
wholesaler salesmen to push their 
lines. 


bonuses. or 


Seven wholesalers gave. brief 
papers on management problems 
on April 11. 

These panel discussions, whole- 
salers’ addresses, the bonus dis- 
with President 
May’s opening address, and Dr. 
bogart’s address are reported in 
full in this Special Report by HARD- 
WARE AGE. 

Official 1459. 
This is the highest attendance for 
a convention in Palm Beach, but 
not equal to the record attendance 
a year ago in New Orleans. The 
1958 convention will be at New 
Orleans, and in 1959 back in Palm 
Beach. 


cussion, along 


attendance was 


91 enter golf tournament 


The men’s golf tournament was 
the highlight of an active sports 
program. On the informal side, 
there was swimming in the hotel 
pool and in the ocean, fishing, and 
boating. 

D. H. Comtois was chairman of 
the golf tournament committee. 
Other members were J. Saunders 
Devall, A. L. Humphries, and Ken- 
neth D. Ryder. 

Here are the winners among the 
91 entered in the tournament: 

First low gross, 76, Wm. A. Mec- 
Cullough, Nicholson File Co. 

Second low gross, 77, C. M. 
Sutlive, Pittsburgh Screw & Bolt 
Co. 


First low net, 70, T. G. Gilcoyne, 
Bbehr-Manning Co. 


Second low net, 71. W. G. 
Mashaw, National Hard- 
ware ASSn. 


Retail 


Third low net, 71, H. J. Greehey, 
Corning Glass Works. 

Fourth low net, 71, George Stan- 
ley, Favette R. Plumb, Inc. 

Fifth low net, 71, Earle R. Hol- 
land, Jr., Fleming & Sons, Inc. 

Sixth low net, 72, T. B. Robert- 
son, Columbian Rope Co. 

Blind prizes, Dietz Lusk, Henry 
Disston Div., H. K. Porter Co.; 


42 


and L. J. 
Mfg. Co. 
Low putts, 29, Herman H. 
Kuehlke, Richards & 


Hardware Co. 


Pantas, Yale & Towne 


Nearest to cup on 17th hole, 
7. ox Paris-Dunlop Hard- 


ware Co. 


Parls, 


Lowest score, blind holes, D. H. 
Comtols, Lawn 


American Chain & 


Pennsylvania 
Mower Div., 
Cable Co., Inc. 

Other committees of the conven- 
tion were: 


Robert M. Barnes Is New 


Old Guard Officials 


Robert M. Barnes 
President 


Conover 


Convention, S. D. May, Bb. B. 
W ood, T. W. McAllister, John C. 
Cairns, and Arthur L. Faubel. 

Entertainment, R. M. Miller, 
chairman; Kersten, vice- 
chairman; A. N. Brady, E. W. 
Drody, J. Sharp, H. L. DeLoach, 
J. M. Bredfeld, D. H. Comtois, C. T. 
Fuller, and H. M. Huffman. 

Ladies’ reception, Mrs. 8S. D. 
May, Mrs. B. B. Wood, Mrs. W. W. 
French, Jr., Mrs. John C. Cairns, 
Mrs. R. C. Neely, Jr., and Mrs. 
A: S. Johnson. 


> 
». 


Jules 


President of Old Guard 


Robert M. Barnes, New Orleans, 
La., manufacturers representative, 
was elected president of the Old 
Guard at its annual meeting April 
3. 

Mr. Barnes succeeds W. S. Gard- 
ner, manufacturers representative, 
Chattanooga, Tenn., who becomes a 
member of the advisory board. 

Harry A. Hoffner, Jacksonville, 
Fla., manufacturers representative, 
was advanced from second to the 
new first vice-president. Mr. Hoff- 
ner also is secretary-treasurer. 

C. A. 


Texas, was 


Goldstrohm, Houston, 
second vice- 
president. Mr. Goldstrom is with 
American Chain Div., 
Chain & Cable Co., Ine. 


elected 
American 


The new chairman of the ex- 
ecutive committee is Lustin B. 
Farmer, Nashville, Tenn., manu- 
facturers representative. 

The annual Old Guard dinner 
was held the evening of April & 
at the Biltmore Hotel. Mr. Gard- 
ner, the president, presided. Hon- 
ored quests were officials of the as- 
sociations and hardware industry 
leaders. 

The annual dinner and meeting 
are the focal points for those who 
have served the industry for many 
years in sales capacities to talk 
over the old days and to continue 
their friendships. The Old Guard 
Southern Hardware Salesmen’s As- 
sociation elects to membership 
those who have been in sales work 
for 15 years or more, and who have 
covered a considerable portion of 
the southern territory. 
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residents Address 








by S. D. May 

President 

Bluetield Hardware Co. 
Bluetield, W. Va. 

and 

President 

Southern Wholesale Hardware 
A\ssn. 


This is the 66th annual convention of the Southern 
Wholesale Hardware Association. It would be our 
67th convention except for the fact that no conven- 
tion was held in 1944 due to war-time restrictions. 

67 vears—almost three-quarters of a century—of 
active association history. It’s a record which very 
few trade associations in this country can matca. 

It’s a record in which we may all take pride, and 
we may also take pride in the fact that at the end 
ot 67 vears this association is perhaps at its all-time 
peak in strength, and prestige, and influence. 

In reporting on the condition of the hardware 
industry—and, more particularly, on the wholesale 
branch of the industryv—we cannot be quite as opti- 
mistic as the times would indicate. For, like many 
other distributing trades, we seem to have been 
caught in a profit squeeze. 

In fact, no waolesale hardware convention could 
be held unless someone brought his wailing wall and 
used it. Suppose we use our wailing wall immedi- 
ately, recite our trials and troubles, then move over 
to greener pastures. 
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mad, we are not doing tv0 badly... 






Southern Hardware Convention 





“... remember, in spite of our troubles, 
so long as we pay federal income taxes 
in amounts large enough to make us 


$9 


Surely we have many croubles and make many 
mistakes in judgment. So what if we have made 
Who hasn't? 

If you are right 50 percent of the time you brag 


some mistakes” 


on vourself. 

If vou are right 75 percent of the time you are 
too good to be true. 

If you say you are right more than 90 percent of 
the time you are President of the Ananias Club. 

If we correct very quickly, and we usually do, 
such things as the purchase of a slow-moving article, 
the hiring of a bum salesman or a slow secretar\ 
or a no account warehouse worker, we can class 
those as merely errors in judgment. 
f we retain a poor ware- 
10 lack common sense, 2 


sales manager without ability and energy, or a credit 


Sut on the other hand. 1 
house manager, buyers wl 
manager without judgment, then these are mistakes 
which, if not corrected, could be fatal. 


One way to bottle up our losses 


Let us assume that we think our warehouse man- 
agement is efficient, our buvers alert and competent 
our sales manager and salesmen are on the ball and 
really in there pitching. 

Our credit manager is holding his losses 
within the limits we have set for him and yet ou! 
percentage of net profit on sales continues to drop 

Then to add to our woes our costs continue to rise 
and our margin of profit is lower than it was last 
vear. What then‘: 


Well, we decide that our thinking on the vario 


departments does not jibe with the results we are 
vetting. Certainly the results are not nearly 
cood as we expected. so we take a much c| 
much more critical view of the situation. 


What do we find? 
that our buyers have been too optimistic. We hav: 


The first thing we run into 

















lines which are not moving, in a great many other 
lines we are woefully over-stocked, and even with an 
inventory control on which we are spending a lot 
of money they have gone over board. 

OQur sales manager is a hard worker and a good 
salesman but are we perhaps inclined to favor and 
push high-volume, low-profit lines to the exclusion 
of those of higher profit ? 

With the exception of three or four salesmen this 
idea has become the thinking of the sales force and 
we find also that some of these well-paid gentlemen 
are sharpening their pencils and lowering the profit. 
always with the excuse that it was done to meet 
competition. 


It pays to take a second look 


Our credit man is brought in for a closer look. 
We find that the losses we have incurred are not too 
much out of line with the average. But we discover 
65 percent of his losses during the last two vears 
have been in accounts handling television and major 
appliances. 

Are you surprised? No! 

Since these are high-volume, low-profit lines which 
can not be handled without a costly service depart- 
ment, we really have a chill. 

lt is another case where individual judgment must 
determine which of these low-profit lines might be 
ieft to some one else. 

But we really believe this second look will bring 
some results so we decide to follow it through even 
if it requires some head chopping and personnel 
changes. 

Then we come up to paying Uncle Sam our federal 
income tax in rather large and sizable amounts, and 
this hurts. 

We also find that our Uncle Samuel has some dear 
nephews and cousins in the state capitol who also 
look us over closely and critically each year, not as 
an asset to the industry of the state but as a source 
of additional revenue. 

In checking our financial position we find that we 
have paid very little or nothing on the note we owe 
the bank. 


From salesman to sales manager? 


All this adds up to the fact that our statement 
shows we are long on inventory, that our accounts 
receivable are heavy and not improving. But those 
two can be controlled more easily than any other 
items, and only through carelessness of the top brass 
did they get out of hand. 

Now, gentlemen, there are advantages in having 
vour executives come up through the sales force 
because they can usually spot a salesman who con- 
sistently has an alibi. But there is also a very 
definite disadvantage to this. 

No former salesman can ever get it into his head 
that the salesman of today works as he did, knows 
as much as he did, or really gets the results that 
he did. 

And, too, our present salesman think our credit 
department is not too hot, that it takes too much 
time to get a credit memorandum through to the 











customer, that we are too tight on credit on that 
prospective customer who has gone broke twice 
before but who is honestly trying to make a come- 
back but at our expense. 

According to them our executives are too busy 
with extra-curricular activities and not available 
at all times. Our sales meetings are too long and 
the chairs too hard for comfort. Perhaps it would 
be better if they stood on their heads so that the 
hardness of the chairs could match the thickness of 
their heads. 

According to them our packing, our shipping, and 
our trucking range from not too good to terrible. 
However, when they receive payment for their sales 
for the preceding month they are all smiles and you 
could not run one of them off with a shotgun. 


Are the causes on the outside? 


Trying to find the cause of the lack of adequate 
profits within our own organization develops into 
more or less of a buck passing game. Let’s look for 
outside causes. 

Most of us have believed that when people are 
uble to buy what they want, that we have prosperity; 
when they buy more than they can consume, we have 
inflation; when they buy only what they need, we 
have a depression. 

Presently we believe that people are buying what 
they want and are not buying more than they can 
consume, and yet we have inflation. 

In a recent address George Cline Smith, economist 
of the F. W. Dodge Corp., said that some inflations 
of the past had come as the result of sudden dis- 
coveries of gold and silver, or from excess of print- 
ing press money, or from sharp increases in the 
government debt. 

Mr. Smith further says that no one of these three 
conditions exists today. He says that we are not 
monetizing any great new supplies of precious 
metals, we are not running off printing press money, 
the federal debt is actually smaller than it was a 
vear ago, and he bluntly says that our present infla- 
tion is a new one, wage inflation. 
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Mr. Smith backs up this thinking with the state- 
ment that in the past decade the average hourly 
wages of steel workers have gone up 71 percent 
while output per man hour has gone up only 28 per- 
cent and that the spread between these two figures 
can be taken out only in price increases of steel and 
those things made of steel. 

He thinks that this situation is the reason for the 
profit squeeze which appears to be spreading 
throughout our economy today. 

Now, gentlemen, this situation can become serious 
because as the profit squeeze spreads more and more, 
business just simply has to slow down, and finally 
Stops. 

Our company is located in the heart of the low 
volatile smokeless coal fields of southern West 
Virginia and southwestern Virginia, and the coal 
business is the basis of our local economy. 

In the coal industry let me give you the figures 
covering the past decade on coal miners’ basic day 
wages as negotiated between the United Mine Work- 
ers and the coal producing companies: 


Date of increase Wage per day 
July 1, 1947 $13.05 
July 1, 1948 14.05 
March 5, 1950 14.75 
Feb. 1, 195] 16.35 
Oct. 1, 1952 18.25 
Sept. 1, 1955 19.45 
April 1, 1956 20.25 
Oct. 1, 1956 21.45 
April 1, 1957 92.05 


The 1956-57 work day is 7144 hours for the miners 


from portal to portal. 
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As of April 1, 1957 the estimated hourly wage is 


$3.16. 


There were 10 wage increases in 10 years. Basic 
wages do not include the 40¢ per ton welfare fund 
payments, paid holidays, vacation pay, and other 
indirect wage costs the total of which is estimated 
to add at least $6 and possibly $7 to the miners’ 
daily pay. 

These increases over a 10-year period including 
the welfare fund from 20¢ per ton to 40¢ per ton 
will be in excess of 80 percent. 

During this period output per man day has in- 
creased from 6.5 tons to about 10 tons, this increase 
being due to the fact that the mine owners have 
literally spent hundred of millions of dollars in 
mechanizing their mines in order to produce for 
very competitive market. Coal has advanced in price 
only about 20 percent during that period. 

Caught in the economic squeeze between high 
wages and market conditions, the mine operators 
were forced to mechanize or quit. 

We can assure you that living next door to an 
industry paying $23.05 per day basic wage is not 
too much fun. 

Incidentally, these figures may be of some interest 
to you. As late as 1950 there were 415,000 miners 
producing 516,000,000 tons of coal. In 1956 with 
mechanizations, 213,000 miners produced 505,000,000 
tons. 


Pn 


Perhaps there is a big change in the thinking of 
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the executives of some of our biggest corporation. 
The following is a quotation from the Business 
Forecast of the Research Institute of America for 
Saturday, March 16, 1957: 

“What is a reasonable profit level? The question 
is sharpened for many companies by General Elec- 
tric’s announcement of its new yardstick. GE is not 
interested in any new venture that won’t earn 7 
percent on sales after taxes, or 20 percent on money 
in the business. 

“Average manufacturing profit was about 5 per- 
cent on sales in 1956. 3 per cent and less was made 
by smaller plants of under $5 million assets.” 

It is unquestionably true that companies like our- 
selves engaged only in buying, rendering of service, 
and selling, and not in manufacturing, have been the 
ones to suffer in this economic squeeze. 

Note that in 1955, which was a rough year for 
practically all automobile dealers, it was only the 
dealers who suffered. But note also that in 1956 
the automobile manufacturers took a dose of that 
same medicine and liked it not. Since then the 
dealers have received better treatment. 

Please let me say in defense of our suppliers that 
in not the first instance have we found them un- 
ethical. 


In all instances where there was a change in their 





sales policies we were forewarned, so that our sales 
policies could be adjusted to suit our needs and 
wishes. 

We count ourselves fortunate that our suppliers, 
many of whom are members of the American Hard- 
ware Manufacturers Association, have in all in- 
stances given us margins of profits that are ade- 
quate. The trouble has been within our own 
membership and our only remedy is a combination of 
common sense and intestinal fortitude. This must 
come from the top executives of each company. 

The first portion of this address is no part of a 
story of Disney Land, but in some measure tells 
the story of the trials and troubles and worries of 
any number of companies which are members of 
the Southern Wholesale Hardware Association. 
They, like ourselves, are trying to do a good job for 
the manufacturers, the dealers, and our stock- 
holders. 

Please remember that in spite of all our troubles 
and worries, so long as we are paying our federal 
income tax in amounts sufficiently large to make us 
mad, we are not doing too badly. 

Perhaps it was worth what we put into it and 
what we got out of it and a better day may yet be 
ahead of us. 

The better day will not be ahead of us unless we 
try to plan it that way. 
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Promoting Hardware 
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by Dr. Leo Bogart 


McCann-Erickson. Inc. 


New York. N. Y. 


1950, 60 percent 


Our ability to consume has risen 
at a rate which more than keeps 


Kor every ten people in this 


going...” 


dividual households 
at an even faster pace than popu- 
lation, and more of these homes are 


55 percent of all dwelling units in 


proportion will 


pace with the growing number of 


*... the hardware business, in con- 
trast to other retailing, is having a 
particularly hard time making up its 
mind as to what it is, and where it’s 











has increased changing purchasing power of the 
dollar. 


In the last decade our gross na- 


owned by people who live in them: tional product has increased 45 
percent. But the number of work- 

today, and the ers has increased by only 3. per- 

keep on growing. cent. In these ten years the popu- 


lation grew by 24,000,000 people. 
Still we have full employment. 
The reason is that more people 


country when the war ended in consumers. The amount of money are today employed in what we 
1945 there are 13 people today. that each man, woman and child has might call service occupations 

Fewer of them are living with to spend after taxes, has risen by trade, professional and _ personal 
their in-laws. The number of in- '. since 1940, allowing for the services, finance, utilities, trans- 
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portation and government. 
There are now more people 1! 
' such jobs than there are emploved Southern Hardware Convention 
in making and growing things. 


We are increasingly becoming a 


middle-class nation, not only be- 
cause more OT US are In middle-class approximately four-fifths of tne vatnering tovetner compleme itary 
jobs, but because more nad more sales volume. and competitive outlets within eas\ 
family incomes tend to cluster in The small marginal retailer finds access of the consumer's car. 
the middle range. Fewer families it increasingly difficult to survive In 3) The rise of self-service 1s 
than ever fall into the extremes of competition with his larger and another response to the consumer's 
poverty and wealth, through full more efficient neighbor, unless he desire for convenience. Self-service 
emplovment on the one hand and offers a specialized service. stores do 9] percent if the yrocery\ 
the graduated income tax on the 2) I’ve referred to the growth business. While two out of three 
other. All of us are keeping up with of the shopping center, and I'd like hardware stores have at least par- 
the Joneses, and the Joneses are to underscore this point. Nothing tial self-service, it 1S surprising 
moving ahead fast. better illustrates consumer accept- that only 2 percent have converted 
ance of convenience in the location to self-service completely and that 
Suburban outskirts grow of retail outlets than the idea of (Continued on page 995 


More Americans than ever are 
living in large metropolitan areas. 
As consumers they are close to the 


conveniences and stimulation of a Association officials formally open the Southern Convention 


ore; ~—rDp; arket Ww ‘ ite . ° 
great ul ban market, vith all it with a reception to greet members and guests. 
specialized trading facilities. 


put a growing proportion lives 
not in the city center but in the 


f Ree pe aii 
a}! ~ on Finamned 9 


suburban outskirts. I don’t have : A. 8 
to remind you how the growth of ‘ 


‘enters has 


oa 


suburban shopping 
changed the whole pattern of re- 
tailing in the past few vears. 





The new consumer has a new 
psychology. He has gotten over his 
depression hangover. He can afford 
to pay for convenience and he is 
willing to pay for it. Retailers, 
wholesalers and manufacturers 
have met this demand for conven- 
lence in many different ways. 


Survival means change 


To really appreciate the import- 
ance of modern marketing methods 
one has to go a few miles South of 
here to a country like Haiti. Farm- 
ers come in from the countryside, 
walking many miles to squat in the 
market place in front of a small 
pile of beans or fruit. Thus they 
sit from sun-up to sun-down mak- 
ing no effort to sell their wares. 

Mavbe there are still some retail- 
ers in our own country who are 
still just sitting and waiting for 
the customers to come in. But they 
are not long for this business world. 

Now let’s consider some of the 
marketing developments which par- 


allel changes in recent vears: 





(1) An increasing volume of re- 


tail business is concentrated in the The rece . f — 
hands of the most efficient retailers. > VIN | P 
Two-fifths of the retail stores do rarden of # Sun & Surf GC 
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Employee Relations 





‘“...1t is not enough these days that 
you be a good employer, you must 
continually sell that fact, whether it 
seems boastful or not...” 


oy W.H. Terstegge 


President 


Stratton & Terstegge Co. 


Louisville, Ky. 


Employee relations to be good 
and to become effective must start 
when we first interview an appli- 
cant for a new position. 

A great deal of importance 
should be attached to this first in- 
terview because many times little 
thought is given that some day this 
man may be a department head, a 
salesman, a buyer, or eventually the 
administrative head of the busi- 
ness. 

It would take a great deal of 
time to have lengthly interviews 
for many of the menial jobs that 
are so numerous in a wholesale 
house. 


Contact new man often 


3ecause this is the case, em- 
ployee relations should be continu- 
ous. Especially so, while the new 
employee is getting acquainted 
with our business and his fellow 
employees. 

The person responsible for em- 
ployee relations should contact the 
new employee frequently in his first 
weeks and months of employment. 

Many lasting and permanent im- 
pressions are made by an employee 
while new in the business. He is 
susceptible to the propaganda and 
ideas that he may hear. 

If there is a union in the plant, 
the propaganda a new employee 
hears will certainly point out glow- 
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ingly the benefits and privileges he 
enjoys as a union member. 

If the employer fails to get there 
first or fails to get there at all, the 
new employee follows the easiest 
road and follows the leader. 

It is not enough in these days 
that you be a good employer. You 
must continually sell that fact 
whether you think it seems boast- 
ful or not. Union leaders and or- 
ganizers, as well as the _ public 
press, all slant their stories in 
favor of the underdog. That gen- 
erally means against business and 
industry. 

Before you can sell good em- 
ployee relations, you must deter- 
mine “‘What Are Good Employee 
Relations ?”’ 

Whether the question of wages is 
primary or secondary is subject to 
debate. But whether primary or 
secondary, wages must be fair and 
equitable. 


Job differentials count 


I construe fair wages as being 
equal to the going or average rate 
in a community. It should not be 
lower and it need not be higher. 

Equally important are equitable 
differentials between various jobs 
and positions in a wholesale house. 

It is only natural that some em- 
ployees believe they work harder 
than others, or that their work is 


by W. H. Terstegge 


more important or that they carry 
more responsibility. 

Whether this is true or not be- 
comes a very difficult problem for 
the personnel manager. I believe 
the best personnel manager is a 
man who is able to make sound de- 
cisions himself, or with the help of 
other employees familiar with each 
case in question. 

The old admonition “Don’t do as 
I do, do as I say,” is very apt in my 
remarks up to this point. 


Who pays the insurance? 


I have been telling you what | 
believe should be done rather than 
what we had done in the case of my 
own company. 

OQur company has three separate 
union contracts. One with the ware- 
house employees in the whoesale di- 
vision. One with the employees of 
our Falls City Division, which man- 
utactures buckets and 
tackle boxes. And one at our 
Anchor plant in New Albany, Ind., 
which manufactures fireplace fix- 


minnow 


tures, oil burners, and garden fur- 
niture. 

While good emplovee relations 
are no guarantee against a unilon- 
izing drive, certainly poor employee 
relations tend to make the _ job 
easier. 

Employee relations has so many 
facets besides wages that I am not 
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attempting to discuss them all, only 
what they consist of. 

Insurance seems to be universal: 
Insurance for accidents, health, and 
hospitalization for the 
and his family. 


employee 
And there is life 
insurance on the employee. 

A few companies pay the entire 
cost of the insurance. 
majority furnish insurance on a 
participating basis with the com- 
pany sharing part of the cost. 

In very recent years there seems 


Sut a great 


to be more discussion about the 
coffee break. Some employers hav- 
ing a 10 to 15-minute break during 
the morning and afternoon for cof 
fee, doughnuts, and perhaps smok- 
ing privileges. 

Other companies do not have any 
break at all. Some large offices have 
a push cart going through the office 
or warehouse at stated times with 
coffee, doughnuts, candy, etc. 

Smoking is an ever-present sub- 
ject these days and is an especially 
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knotty question in the wholesale 
Most 
panies that I am acquainted with 
do not permit smoking at any time 
In warehouses. 


business. insurance com- 


Any exceptions made with office 
employees creates complicating 
problems. Unions may label this as 
class distinction. 

Pensions have been discussed at 
previous association meetings. 
Quite a few members of the South- 
ern Association have their own pen- 
sion plans, which supplement Social! 
Security Old Age Benefits. 

My own 


company has never 


adopted a pension plan. This is 


mainly because the federal govern- 


ment has usurped this field. Ou 
belief is that 
liberalize and increase the size of 
the benefits from time to time 
the future. 

Until recently, vacations in oul 


the tendency is to 


industry have more or less been 
limited to approximately two weeks. 
Some plans start with one week for 
new employees and gradually in- 
crease time to two weeks. 

Unions, however, are now push- 
ing quite hard for a three weeks’ 
fifteen 
employment or 


vacation for employees of 
vears continuous 
more. 

Employee relations is a job that 
needs attention every hour of the 
day and every day in the year. 
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Special Bonuses 








by C. E. Hamilton 
Odell Hardware Co. 


Greensboro, N. C. 





Our topic covers a rather con- 
troversial subject and no doubt 
there are many pros and cons. 

However, since my part covers 
the negative side of this debate, 
it falls my lot to give you, as I see 
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A wholesaler and manufacturer talk 
over the pros and cons of offering 
spifts as a sales stimulant 


it, the wholesaler’s side of this 
question. 

Fortunate for me, my worthy 
opponent happens to be not only 
a good friend but one of our man- 
ufacturing sources of supply. So, 
since we are one of his customers, 
he knows better than to make it 
too hot for me. 

Seriously, though, I feel special 
bonuses or 
sometimes 


spifts, as 
called, are 


they are 
basically 
wrong and are contrary to the 
highest concepts of good business 
principles and ethics, and lead 
generally toward unfair 
practices. 

I feel the same way about trad- 
ing stamps and any other so called 


trade 


give-awa\ 


programs. I give you 
some of my reasons for this think- 
ing: 


Spiftts or 


bonuses can empt 
some salesmen to use high-pres- 
sure tactics and encourages them 
toward overselling. Overselling in 
our business is a tragic mistake. 
We are all familiar with the re- 
sults of overselling. It will create 
ill-will and distrust on the part of 
vour customer and will have 
tendency to break-down friend! 
relations, trust, and confidence 
which has taken years to build. 
Confidence and good will are two 
tT our greatest assets. 
Overselling ties up capital and 


credit and prevents the sale 
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regular ock replacement mer- 
chandise from inventories which 
we nave already on hand. 

It results in requests and even 
demands that we accept returned 
many 


times at the end of the selling sea- 


mere handise for credit. 


-on and invariably brings up fur- 
ther questions regarding freight 
and handling costs involved. 

The handling of bonuses dlis- 
rupts office procedures and the 
keeping of records. Most manu- 


facturers request verified lists of 


salesmen’s orders before’ these 
bonuses are paid and such rec- 
ords, honestly compiled, can be- 
come a nuisance and an added 
burden to our already overloaded 
detail of responsibilities. 

spifts disturb the 


desk or citv salesman who waits 


Bonuses or 
n will call orders and customers. 
He is generally a salaried man 
and the territory salesman gets 
the credit for the sale. In such 
desk 


course, Cannot participate in the 


causes the salesman, of 
bonus plan. 

It disturbs other personnel in- 
volved in the buying and handling 
of such merchandise because they, 
too, Cannot enjoy these so-called 
lusclous apples. 

Retail sales people resent bo- 
nuses to both manufacturers’ and 
wholesalers’ salesmen. Why? Sim- 
ply because actually he is the one 
who consummates the sale to Mr. 
Consumer and he feels that if 
anyone is entitled to extra con- 
sideration, it should be him. 

if bonuses or spifts are in or- 
der and the proper way to obtain 
should not these 
spifts apply to all salesmen in- 
volved, including the factory rep- 
resentative, the wholesaler’s sales- 


more business, 


Arthur L. Faubel 


AHMA Secretary-Treasurer 


man and also the retail salesman 


4 
and, possibly, Mr. Consumer, too, 


because after all he is the one 
who is actually paying the final 
inflated 


dise ? 


price for the merchan- 


Common sense, certainly, 
would teach us that the ultimate 
result is bound to be pyramided 
consumer prices. This dough has 
to come from somewhere, and we 
will all agree, [ am sure, that the 
purchaser must pay it one way 
or the other. 

We do not feel it necessary for 
the manufacturers to supplement 
our salesmen in any form. It has 
a tendency to cause a wholesaler 
to lose control of his salesmen’s 
time and encourages the salesman 
to spend too much time on the 
items for which he receives spe- 
cial compensation and too little 
time promoting the items which 
we want promoted, and in many 
cases would be more profitable to 
all in the long run. 

There are some manufacturers 
bonuses or 
spifts in which the wholesaler is 
asked to share in the added cost. 


who offer suggested 


Frankly, we have enough folks in 
our organization spending our 
money and we most certainly don’t 
need any help from the outside 
on that score. 

If the manufacturers’ profits 
are such that thev can afford to 
offer extra bonuses for selling, if 
would be my suggestion that they 
should lower consumer prices and 
maintain better discounts for the 
dealer and wholesaler so that all 
who have a part in the distribu- 
tion of such merchandise may 
share in their proportionate part. 

All in all, bonuses or spifts cre- 
ate more confusion, cause more 
misunderstandings, 


bring about 


T. W. McAllister 
SWHA Managing Director 


more over-stocks, Cause more li- 


will, and upset generally the 


wholesale hardware. distribution 


plan than most any other phase 


¢ 


of this business. 


Siw 
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by George R. Bernard 
ZY Boy Mower Co. 


sas City, Mo. 


There is lots of controversy over 
this subject of bonuses to whole- 
salers’ salesmen. 

The spift is used at many levels 
in business. We, as manufacturers, 
who offer a bonus do so to alert 
salesmen to our particular product. 
35,000 
items to sell. By offering some 


These are salesmen with 
incentive, we create some interest 
in our product. 

Probably the greatest lack in sell- 
ing is the lack of product know!l- 
edge. Such knowledge is important 
in two ways: 

Product know how. 

Timing, in products with a sea- 
sonal appeal. 

Timing is especially important 
where dating is involved. 

Bonuses have been here for many 
vears, and are sure to be continued 
for some time to come. It is up to 
the individual wholesaler to decid 
what to do with them. 

Manufacturers feel there must 
be some incentive to alert the two- 
thirds of the sales force. You know 
that one-third of the sales force 
sells two-thirds of your goods. The 
problem, then, is to alert the two- 
thirds remaining, to move up their 
selling ability and record. [f this 
effort is successful, then something 
has been done for retailers and 
wholesalers. 
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Its Time To Start Selling 





‘*... It is time to sell our salesmen on 


the better merchandise we have so 
they can sell their dealers who will 
sell better goods in their stores...” 


oy T. W. Bell 


Vice-president 


Bush-Caldwel or.5 


| know that I have a trite, hack- 
neyed subject which has_ been 
worn threadbare by too many gen- 
eral and vague talks. 

But what I have to tell you will 
be specific, definite, and usable. | 
think I will sell you on it because 
[ am sold on it myself. !| have 
been able to sell most of our sales 
force on it, and they have sold 
part of our dealers on it. And 
selling the salesman is the first 
step in starting to sell anything 
a lawn mower, or an idea. 

We find that we are in the mid- 
dle of an economy of abundance, 
a period of prosperity such as we 
With 


earnings, and 


have never before known. 
sales, incomes, 
hours of leisure time such as we 
never thought possible; that is, of 
course, unless you happen to be 
in the hardware business. 

OQur consumers live in fine 
homes, 


beauti- 
They drive fine 
They 
own highly mechanized farms or 
work in modern, efficient plants 
with machines and tools and com- 


expensively and 
fully furnished. 


and very expensive cars. 
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forts not dreamed of a few years 
ago. 

And what do we sel] them?” 

in the back of that fine new ex- 
pensive car is an &88e rake which 
has a second or third quality han- 
dle, and a poor head, but it is a 
rake and that’s all he asked for 
and all the salesman said. 

He also bought a $1.79 hand 
saw and a 98¢ hammer. 

He doesn’t know that it would 
have paid him to bi 


v better tools 
and the salesman who waited on 
him probably doesn’t know either. 

He doesn’t have a pocket knife 
unless he had one with an adver- 
tisement on it that some friendly 
company gave him. 

In the beautiful kitchen of his 
$18,000 home his wife is cooking 
with several pieces of 98¢ alumi- 
numware. She may have bought 
it in the hardware store, or she 
may have bought it in the five and 
ten, or in the super market. It 
doesn’t really make much differ- 
ence where you buy 98¢ alumi- 
numware. 

In his beautiful backyard is the 
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cvparden 


best selling priced line in 
hose, $2.95, and in the corner is a 
$2.59 garbage can. 

This consumer is going fishing 
this week end and has reserved a 
$10 cabin. He will spend another 
$10 for eats and drinks, and will 
be out another $10 for gas, oll, 
and wear and tear on the car. He 
doesn’t need any fishing ta: kle be- 
cause he has a $11.95 fly rod he 
bought a few years aLo, a S7 CASI 
ing rod he bought last vear, and a 
$2.95 tackle box that Is already 
full of odds and ends. 

Just in case they are not hitting 
artificial bait. he will buy 190 live 
minnows for $3 and keep them 
in a $2.50 minnow bucket in which 
they all will die, but what is 35 
for minnows’? 

It is time to start selling, to 
start selling better merchandise. 

What can we do to bring in 
more dollars of margin for our- 
selves and our dealers? 

What 
done? 

A recent article on department 


have other businesses 


stores stated that the number of 





$l 





items sold in 1954 in the average 
department store was about the 
same as the number of items sold 
in 1947. 


store dollar sales were far higher 


And vet 1954 department 


than 1947 sales. The average sales 
check was far higher. 

Why? 

Notice that the middle price 
line in department stores is the 
best selling price line and that 
sales taper off in both directions. 
A department store man considers 
this good selling and good buying. 

If the lowest priced item is the 
lowest priced item, the depart- 
ment store is doing a poor selling 
job. Sales people are simply hand- 
ing out the lowest priced item and 
making no effort to sell the better 
merchandise. 

The appliance department in 
the department store is sometimes 
accused of having nailed their 
lowest priced items to the floor. 
In the hardware field we not only 
don’t nail them down, but we put 
them on the sidewalk or up in the 


front of the store so that the cus- 
tomer can’t overlook them. 

It’s time to start selling. 

It’s time to put the emphasis on 
merchandise instead of price. 

It’s time to sell better merchan- 
dise. 

Can we do this in the hardware 
field”? 

Not unless our salesmen are 
well posted on the selling points 
of the better merchandise and the 
advantages it has to offer. Not 


unless they can sell the retail ° 


hardware 
salesmen on the advantages of the 
better merchandise and give them 
enough information so that they 
too can sell it to their customers. 

First the salesman must know 
merchandise, know it so well that 
he is enthusiastic about it, par- 
ticularly the better items. 

He must sell it so well that the 
dealer will be enthusiastic too. 

This can be done in your sales 
meetings or by bulletin or by let- 
ter. It can also be done by hold- 
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ing sales meetings for the dealer’s 
salesmen. We started a program 
like this two years ago. 

We pointed out that our biggest 
selling reel was $2.95 retail and 
that 54 percent of all the reels we 
sold retail for less than $7.50. 

We told the salesmen that if 
they would push the better reels 
and get their dealers to push them 
too, it would mean extra dollars 
for their dealers, extra dollars for 
us, and extra dollars for them. 

As a result of knowing more 
about, and working on these better 
reels, we sold more of the higher 
priced reels. 

By selling more of the higher 
priced reels, we had a 54 percent 


“increase in dollar sales volume on 


reels. 

By selling the better reels and 
working harder on reels, we also 
increased our unit sales 23 per- 
cent. 

This means that our dealers had 
54 percent more dollar sales from 
reels, too, and means that they 
made an even better increase in 
margin because the higher priced 
reels more margin than 
some of the lower priced reels. 


carry 


During the past two years we 
have done this same thing on a 
dozen different lines. The results 
have not always been as good as 
this, but there has always been 
enough improvement to justify the 
effort. 

When you need to move some 
slow selling item of merchandise, 
do you first think of what special 
price will it take to move it or how 
much extra discount? Sometimes 
we think this is the only way to 
sell slow moving merchandise, but 
actually it is selling price, and it 
is not selling merchandise at all. 

If we are not sold on merchan- 
dise, the dealer is not sold on it 
either. If we sell that merchan- 
dise on price alone, we are simply 
transferring dead stock from our 
place to his. 

On the other hand, we sell the 
merchandise on its merit, and if 
we sell it at regular price, as we 
will have to, the dealer gets enough 
sales information so that he can 
in turn sell it too. 

It is time to start selling. 

It is time to start selling better 
merchandise and to help the 
dealer sell better merchandies too. 
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New Warehouses 





by R. C. Neely, Jr. 
Amarillo Hardware Co. 
Amarillo, Texas 


by John C. Erwin 
Allison-Erwin Co. 
Charlotte, N. C. 


by Robt. J. Wyatt 
Job P. Wyatt & Sons Co. 
Raleigh, N. C. 


by R. C. Vaughn 
Nelson Hardware Co. 
Roanoke, Virginia 


Two one-story buildings 
by John C. Erwin 


I’ve always heard that “You can 
not tell how far a frog can jump 
by looking him in the eye.” Nei- 
ther can you tell how complicated 
a total warehouse planning job 
can be until you get into it your- 
self. 

Our own planning job actually 
started about nine years ago. 

For a long time, Henry Allison 
and I have had a conviction that, 
after it passes a given size, a one 
level operation loses something in 
started looking 
site upon which we 
develop a two level warehouse. 

We found and purchased that 

nine ago. That’s 
say our planning 


SO We 


efficiency, 


for a could 


site just 
why I 


vears 
that 


started nine years ago. 

Our first conception of a two 
level operation contemplated that 
would receive all goods at the 
upper level, move it to the lower 


we 
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A panel discussion on new warehouses 


just completed or under construction 


by southern hardware wholesalers 


level by gravity and make all ship- 
ments from that level. 

Complications with conveyors 
and excessively long ramps 
changed our concept but 
happily we were able to provide 
rail sidings and truck docks at 
both levels. So, in effect, we shall 
have two one story buildings, one 
on top of the other. 

We made up our minds that we 
would need 12 months for 
struction and moving and with the 
eight week delay, resulting from 
our longest rainy spell on record, 
which we experienced this year, 
that wasn’t a day too long. 

Because no one in our organiza- 


basic 


con- 


tion had enough unoccupied time 
to undertake an exhaustive analy- 
sis of our present space occupancy 
and to make a projection of our 
future requirements, we employed 
the firm of Cresap, McCormick & 
Paget to do this work for us. 

It started work exactly a year 


ago and, after repeated confer- 
ences with our management and 
with our architect-engineer, the 


final report was turned over to us 
on July 6, 1956. 

In addition to space layouts our 
consultants made up flow 
charts and wrote specifications for 
all material handling equipment. 

Ground was broken on Sept. 20, 


also 


These wholesalers talked about their new warehouses 





Left to right, Robert J. Wyatt 
Moderator was R. C. Neely, dr. 


VY 


j 


. . 









i956, and we had expected to start 
our move June 1 of this vear. 
Because of weather delays, it 


shall be 
complete our move 


now appears that we 
lucky 


in July. 


if we 

We realized that the job of 
moving our stock and planning 
this move was a major project, 
so in December of last year we 
added to our staff an industrial 
engineer. 


In addition to 


functioning as 
our warehouse planner, this engi- 
neer has been given the responsi- 
bility of supervising the purchase 
and installation of all 
bins, and material handling equip- 
ment. 


You may be interested to know 
that we adopted the comparatively 
new prestressed, precast concrete 
for our structural system. 

Since the building is to be 
completely sprinkled, the material] 
used made no difference in our 


shelving, 


insurance rate and the prestressed 
system was considerably cheaper 
than any other standard system 
on which we secured estimates. 

We plan to have one passenger 
and one freight elevator; two 
power belt conveyors in receiving 
and one in Will Call; one spiral 
chute and a drag line on the lower 
level. 

We shall use both electric and 
yasoline fork lifts and stackers. 

We sincerely hope that the new 
plant shall operate like it does on 
paper. 

We will about this by 
September and we shall be happy 


know 


to have any of you come and look 
it over after Sept. 1. 

Now for some statistics. 
915, 


Our property is. located 


miles from the center of town 


and contains 8!» acres. 

shaped. The 
bottom of the L lies along the 
railroad to the north. To the west, 


Our land is L 
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our lot has a frontage of about 
500 ft on the main four-lane high- 
way going north. 
The other leg of the L f 
on an industrial street for 250 ft. 
For the 


occupy only about 5 acres, leaving 


ronts 


present, we plan to 
the other 31! for future expansion. 

Our warehouse and docks will 
contain about 145,000 sq ft. Our 
offices, showrooms, auditorium, 
and lunch room will occupy an 
additional 30,000 ft. 

In the warehouse, we shall have 
a ceiling height of 14 ft on the 
lower level and 16 ft on the upper. 
The ceilings in both the showroom 
and offices level will be approxl- 
mately 12 ft. 

Our rall sidings will accommo- 
date eight box cars and our truck 
receiving dock eight trailers. 

Our Will Call dock will handle 
nine trucks and our 
shipping dock another nine. 


customer 


Our drag line in the lower level 
will be 853 ft long and it will 
take 10 minutes for a truck to 
make a complete trip around it. 

Our entire plant will have auto- 
matic sprinklers which will be 
connected with the fire depart- 
ment. We will A-D-T 
burglar alarm system connected 
to the police department. 

Our overall cost of 


have an 


building, 
paving, etc., will average out at 
about $6.50 per square foot. 


If we were trying to allocate 


our cost as between warehouse 
and office and display space, we 
would come up with something 
like $4.50 for warehouse, and $14 


for offices. 


Consolidated warehouse 
by Robt J. Wyatt 
(Read by Robt J. Wyatt, Jr. 

When our father started our 
business in 1881 everybedy’s letter 
head around Raleigh read ‘“‘whole- 
sale and retail.” 

They sold just about everything 
in the way of hardware, farm im- 
plements, seeds, feeds, etc., and 
the location was right in the down- 
town section of Raleigh, where it 
remained until last year. 

In 1954 we decided to get out 
of the retail business, as our busi- 
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ness had developed to where 90 
to 95 percent was wholesale. 

We were then operating from our 
260 ft 


wide, with three 


old store which was about 
deep and 105 ft 
stories. We also had one warehouse 
nearby and three on the railroad 
several blocks away. 

You can see from this that it 
was very expensive and very incon- 
venient to operate from this setup. 

So we went out on the edge of 
town and bought about six acres 
of land and built our new building 
which I will describe briefly. 
ft with 


The west wall runs 36] 


Highway No. 1, north of Raleigh, 
and sits back 80 ft from the high- 


way right-of-way. 


Loading areas important 

The floor in the warehouse is 46 
in. above this paved area so trucks 
can back in the warehouse and load 
truck 
There are four such docks. 


and unload at body level. 

We also have a covered platform 
at the same level for small pick-up 
trucks to use. 

On the east side of the building 
we have a spur track of the Nor- 
folk-Southern Railroad running the 
length of the building, plus 60 ft. 

We have four doors in the east 
Wall 


at freight car door level. 


opening into the warehouse 
Krom these doors we have four 
10-ft 


east and west. 


wide aisles running 220 ft 
north and south we have 
two 10-ft aisles the length of the 
building. 


Then 


In these aisles we use fork lifts 
for handling. goods, which we were 
not able to use in our old building 
on account of the floors. 

Our divided into 
two parts. In the part 180% x 220 
ft, next to the office we carry shelf 
hardware. 


warehouse is 


In this area we have metal and 
shelves running off from 
the 10-ft aisles, with 4-ft aisles for 
our warehouse trucks to use in as- 


wooden 


sembling orders going out. 
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There is a fire wall between this 
and the second section, of the same 
size, in which we carry heavy hard- 
ware and implements. 

Our office building, which is 60 
x 90 ft on the same level with the 
warehouse, contains our general of- 
fice and offices of our officers. 

The floor of the office 
building we plan to use for a show 


second 


room, as soon as we can set it up. 

The basement contains the fur- 
nace room, air conditioning equip- 
ment, and a file room. 

The entire office building, as well 
as sales room and shipping office in 
warehouse are air-conditioned. 

The 
the warehouse and 
proximately 93,000, with the office 


number of square feet in 


office is ap- 
celling 10 ft and the warehouse 
ceiling 14 ft. 


One story warehouse 
by R. C. Vaughn 


Our new warehouse is one story 
construction. It is 553 ft long by 
181 ft 
football field and nearly twice as 


wide. That’s wider than a 


long. 
The inside floor space is 100,000 
sq ft. That’s 2.3 acres. The space 


is divided into four sections of 


equal size, 181 by 138 ft, or 25,000 
sq ft. A solid brick firewall sep- 
arates each section. 

The office, at the west end, has 
7200 sq ft of additional floor 
The office is 37 by 196 ft. 
plant has a 


space. 

The 
brick exterior, over cinder block. 
The office has added trim of In- 
diana limestone. 

The rail siding takes up the en- 
tire length of the north side of the 
plant. There is a doorway for un- 


entire face 


loading cars at each section. There 
is no outside platform. Fork lift 
trucks and carts roll direct from 
box cars into the plant building. 
Doors are vertical lift, bending at 
the hinges, type. 

The truck dock is along the en- 











tire south side of the plant. The 


Each of the 


four sections has two large door- 


entire dock is roofed. 


wavs connecting to the truck dock. 


Along the first and second sec- 
distance of 275 ft, the 


Along the 


tions, a 
platform is 15 ft wide. 
third and fourth sections, also 275 
ft, the platform is 12 ft wide. 

Connecting doorways’ between 
adjacent sections of the warehouse 
are 10 by 10 ft, and are 5 ft from 
the main front cross-wall, and are 
the same distance from the back 
north-to-south wall. 

Doors slide horizontally. They 
are counter balanced for ease in 
handling. and close automaticall) 
in case of fire. 

The 
throughout the storage areas is 16 
ft. 


free overhead clearance 


Stock on metal shelves 
The first section. 
contains the heating and air con- 


This section 


ditioning plant, order assembly fo) 
city and out-of-town trade, 

sure for customers at the will cal! 
desk. It also contains the city tele 


recelving 


enclo- 


phone order desk, and 
departments for inbound L.C.L. 
and L.T.L. merchandise. 

The 
this 


hardware stock 

shelves, prin- 
cipally from Metal Co. 
Shelves are 84 in. high off the 
floor, 24 in. deep. Heights are ad 
Lighter hardware items 
usually run five shelves high. 
Bulky 


space, can be stored two shelves 


entire 
section Is on 
Lyons 
justable. 
requiring greater 


goods 


high if necessary. 
The main aisles in this section 
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cross aisles are 3 ft. In 


are (é It, 


other sections main aisles are 10 
ft, and side aisles 4 ft. 

The second section. The bolt bin 
is along the partition wall, 150 ft 
long, 84 in. high, and 24 in. deep. 
The bin shelving is six high. There 
is a 4 in. continuous metal retain- 
ing strip at the bottom front of 
each shelf level to hold merchan- 
dise in place. 

Most of this section is pallet- 
About 95 percent of our 
pallets are 36 by 36 in. A few 


ized. 


are 36 by 42 in. for siding, 
shingles, etc. This area in general 
contains heavier hardware that 
moves frequently such as ammuni- 
tion, bolts, enamelware, paint, 
wire, screens, glass, fence, etc. 
The pallet storage racks were 
American Metal Prod- 
They are hollow 2's in. 
stainless steel. There is 4 ft over- 


made by 
ucts. 


head clearance. In the lower space 
areas racks at 7 ft long by 30 in. 
deep. The decks are floored for 
the upper space areas. 

The third section. This area is 
almost completely palletized, ex- 


cept for three sets of special stor- 


PHP PP POPP LLLP LLPLLPPLLOL LOL LLL Le 


age equipment. 
o6 in. 


Pallets are 36 by 


This area is for heavier hard- 
ware and building material. There 
are special built-in compartments, 
mostly of 2 by 4 by 1 in. 
for storage of gutters, downspouts, 
etc. These are stacked from the 
floor up to 15 ft. high. The various 
items are stowed away for easy 
without 


boards 


access disturbing other 
sizes. 

Ladders are placed in a hori- 
zontal position, on a built-in bal- 
cony. Floor space beneath can be 
used for other merchandise. 

Steel storage racks furnished by 
Lyon Metal Products provide 
space for steel goods not suitable 
for pallet stacking such as shovels, 
rakes, hoes, forks, etc. 

The fourth section. The major 
portion of this area is assigned to 
the plumbing and heating depart- 
ments. There is a separate office 
at the far corner of the front side. 

Facilities for pipe and well cas- 
ing are located just outside the 
east wall. There is an overhead 
electric hoist for unloading from 
gondola freight cars or trucks. All 
storage space is under roof. 





Our rolling stock consists of 
three Towmotor fork lift trucks, 
2000 lb capacity, and one hy- 
draulic pallet truck, 2000 Ib ca- 
pacity. 

Our order set consists of six 
sheets. The original is filled in by 
the salesman at the time the sale 
is made. Here is our order han- 
dling procedure: 

Copies to the sales manager and 
to the credit manager. 

Other copies are divided with 
order pickers. 

Mixed labeled and 
tagged. Type of product deter- 
mines whether sticker or tag, with 
Addressograph stamped name and 


boxes are 


address, is used. 

Merchandise is checked against 
order sheet. 

Merchandise is checked against 
bill of lading. 

Freight is released to carrier. 

Packing sheets are retained for 
verification, if necessary. 

The original copy goes to the 
office for the ledger, the second 
copy is the customer’s invoice, and 
the third copy is for perpetual in- 
ventory records and for noting of 
shorts or substitutions. 





Season Datings and Southern Seasons 








I have taken the liberty of com- 
paring seasonal dating to a disease. 
[ ask your indulgence if my speech 
sounds like a research paper for a 
medical journal. 

I want to draw attention to the 
fact that our industry must recog- 
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. . . Our industry must recognize 


a cancer-like danger which is eat- 


ing away at our already shrinking 


99 


profits ... 


by Frank A. Philips, Jr. 
President 

Philios Hardware & Supply Co. 
Columbus, Ga. 


nize a cancer-like danger which is 
eating away at our already shrink- 
ing profits. 

This danger, without the proper 
diagnosis, and if left unattended, 
could become fatal. 

Seasonal datings were designed 
by the manufacturer as an “anti- 


body” for many problems in pro- 
duction, warehousing, delivery and 
finance. They were designed to aid 
the manufacturer, wholesaler, deal- 
er and consumer. 

Seasonal datings were mixed in 
blend 
perfectly with the southern seasons. 
Since its initial injection many 
years ago, seasonal dating has be- 
come an intergral part of the 
‘“‘body-system”’ of our industry. 

Up until a few years ago, busi- 
ness went along smoothly under 

(Continued on page 94) 


the proper proportions to 
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Low-Margin 
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Specials 








by Sterling W. Tucker 
Vice-president 

Fones Bros. Hdwe. Co. 
Little Rock, Ark. 


At Fones Brothers about one- 
fourth of our total volume is on 
major appliances, TV, and radios. 
Since the appliance industry seems 
to have about three times as many 
low margin special promotions as 
the hardware business, | feel, un- 


“.. we need hard hitting, imaginative 


promotions by manufacturers; they 


must be realistic as to who can best 


afford to do most low margin pro- 


9 


moting ...’ 


fortunately, well qualified by ex- 
perience to discuss the subject of 
manufacturers’ low margin spe- 
cials. 

Seriously, the word profit is a 
sensitive nerve in most distributing 
businesses today, either wholesale 
or retail, as the pressure of in- 
competition and 
have made it difficult for distrib- 
uting businesses to earn a reason- 
able return on the investment. 

[ asked Dun & Bradstreet to give 
me the latest information that they 
had complied on this. Unfortunately 
1955 is the latest year that is 
available, as 1956 information will 


creasing costs 


not be available until late in 1957. 


Officials of the American Hardware Manufacturers Association 


John C. Cairns 


Vice-President 


A. S. Johnson 
Vice-President 


John Gibson Ill 


Vice-President 


The information is based upon 
a sampling of business enterprises 
with a tangible net worth which 
only occasionally is below $75,000. 
When any figures are listed in or- 
der according to thelr size, the 
median is the middle figure; same 
number of items from the top and 
the bottom. 

The median net profits on tangi- 
ble net worth after taxes for the 
vear 1955 for hardware manufac- 
turers is 12.12 percent, for whole- 
sale hardware is 5.76 percent, and 
for retailers is 4.25 percent. 

The listing of 12 retail lines and 
the net profits after taxes on tang- 

(Continued on page 94 


Paul C. Nicholson, Jr. 
Executive Committee 
Chairman 
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Use of Trucks for Incoming Merchandise 





oy W. A. Parker, Jr. 


Vice President 


We lease one Ford F-800 trac- 
tor and one Great Dane 35 ft high 
cube trailer. This is the largest 
legal trailer allowed on the road 
both in length and in loading doc! 
capacity. 

The equipment is leased because 
we believe that through leasing we 
eliminate a great many of the 
problems that commonly go with 
long hauls. 

The leasing company takes care 
of all repairs, equipment and night 
emergencies. We never have to 
worry about midnight calls 

There is also the fact that 
through leasing we know in ad- 
vance of any run, exactly what the 
run will cost us to the penny. 

Our equipment is operated under 
a standard lease agreement of one 
year’s duration. All charges are 
computed on the basis of 25¢ per 
mile with all mileage based on the 
Rand-McNally Household Carriers 
mileage guide. 

The 25¢ rate applies to all trip 
mileage movements of # the truck 


88 


66 


... we lease tractors and trailers 


because we believe that through leas- 


ing we eliminate a great many of the 


problems that go with long hauls...” 


loaded, or unloaded, going 


returning from a= factory. The 
mileage charge covers everything 
except cargo insurance. There are 
no extras 

Pubhe 


damage insurance is obtained by 


lability and = property 
us from the firm of our choice. But 
we deduct the cost of this insur- 
ance from our bi-monthly leasing 
company invoices. 

The only expense not covered and 
which we must pay is cargo insur- 
ance. We carry $9000 in cargo in- 
surance which is enough to fully 
cover the average load. Sometimes 
this coverage is increased for the 
sake of a specific cargo for one 
trip. 

The driver of our long haul 
truck is on our payroll and his 
salary is computed at 5¢ per mile. 
We deduct this salary from the 
bi-monthly lease charge. 

So far we have had only two 
drivers and they have been most 
cooperative in every way. In case 
our regular driver is unable to 
other 
causes, the leasing company guar- 
antees us a driver. The net cost of 


drive, due to sickness or 


the truck operation is still 25¢ per 
mile, plus the cost of cargo insur- 
ance. 

The truck is run by a man we 
call our coordinator. Over his desk 
comes every order calling for mer- 
chandise weighing 2500 lb or more. 
He inspects these orders. He 
either mails the orders to the fac- 


tory to be handled in the usual 
way, or he marks them for pick- 
y our truck. 

Our first rule is that no order 
can be delayed. We want to speed 
up the receipt of goods, not slow 
them down. 

We believe that the savings in 
operating a long haul truck he 
not in hauling truckload shipments, 
but in our ability to combine sev- 
eral less-than-truckload shipments 
into one truckload shipment. We 
get full less-than-truckload allow- 
ances from our suppliers. 

Here are some interesting facts 
about this arrangement of ours: 

(1) We are not using consoll- 
dating points. The expense of con- 
solidating freight at some central 
point more than offsets any savings 
we might make in hauling at pres- 


2) As vet we do not have a 
minimum size for a pick-up, either 
on weight or value. Our coordi- 
nator sees every order for 2500 lb. 
or more. But we haul anything 
regardless of weight or freight 
cost if the truck is in a certain 
vicinity and is not fully loaded. 

(3) The program has not affected 
our turnover. All our buyers are 
instructed to buy only normal 
quantities. We fit the truck to our 
buying and not our buying to the 
truck. 

(4) We don’t operate on any 
specific schedule. We haul the loads 


(Continued on page 93) 
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ANNOUNCING AN AUTOLOADING 22 
RIFLE WITH BIG-GAME STYLING, 
BIGGER SHOOTER APPEAL 










SPECIFICATIONS! 


Tubular magazine capacity: 20) short,  satety. Sights: Step-adjustable sporting 
1? long or 15 long rifle cartridges. rear sight: white metal bead front 
Stock and fore-end: American walnut. sight. Receiver grooved for “Tip-Off” 
Semi-beavertail fore-end. Half pistol type telescopic sight mounts. Barrel: 
grip stock. Black composition butt 23-inch round, tapered barrel. Length 
plate checkered to prevent slipping. over all: 42 inches. Weight: about 5'% 
Safety: Remington special cross bolt pounds. 











Exclusive single loading with auto- 
ejection expands market, makes it 
ideal even for beginning shooters... 


You've probably had this problem: boy 
wants autoloader; dad suggests single-shot 
You'll find a profitable solution to this ques- 
tion in the new Remington “Speedmaster” 
Model 552. It not only functions as a light- 
ning-fast autoloader but, in addition, it may 
be used as a single-shot by simply remov- 
ing the inner magazine tube. 

An exclusive design permits cartridges to 
be loaded one at a time through the ejec- 
tion port, with automatic ejection on firing. 
So remember—now’s the time to stock, dis- 
play and really sell the new Remington 
“Speedmaster” Model 552! 
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RETAIL PRICE* 
$52.25 


New Remington “Speedmaster” Model 992 
completes first family of autoloading guns 


Here's the 22 autoloader with built-in sales 
appeal. It looks, feels, handles like the famous 
Remington “Woodsmaster” Model 740 auto- 
loading big-game rifle. Sells fast to adult 


shooters who like the big-rifle quality. . . sells 
even faster to the youngsters, who all want 
>,» 


a mans 22 


Big Sales Features: 

e Shoots 22 rim-fire short, long and long rifle 
cartridges interchangeably without adjustment. 

e Single loading with auto-ejection for beginners. 
e Big-game rifle appearance, feel, handling. 


© Big-yame rifle trigger and safety. 





Note the family resemblance 





New Remington ‘Speedmaster 
Model 552 autoloading 22 








Famous Remington '‘Woodsmaster 
Model 740 autoloading big-game rifle 





— ~~ a 











New Remington ‘‘Sportsman-58 
autoloading shotgun 


— 





We are an industry sponsor 


farha, Advanced Course in 
Hardware Retailing 











‘‘Speedmaster,’’ ‘‘Woodsmaster,’’ *‘Sportsman’’ are R« 
-. ‘ Shei Bie Re is gt ? arn ri mir wy Tr c Tt, ’ 
®Price subject to change wit 
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PORTABLE 


PLANTS 
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reat (ci meh Ae od LO), | 9-4 Med 4, BS ee) Tepe), Mote] ite). 7 wale), | 


5841 West Dickens Ave., Chicago 39, Illinois + Telephone BErkshire 7-4100 
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Warehouse Conferences 





Wholesalers discuss conferences held 


last fall for warehouse officials and 


suggest holding similar conferences 


for office staff and personnel 


by S. H. Johnson, Jr. 
Moore-Handley Hardware Co. 
Birmingham, Ala. 


by J. W. Sheffield, Jr. 
Shettield Hardware Co. 


Americus, Ga. 


py R. C. Neely, Jr. 
Amarillo Hardware Co. 
Amarillo, Texas 


John W. Sheffield, moderator 
Sheffield Hardware Co. 


Americus, Ga. 


What we wanted to do 
by S. H. Johnson, Jr. 

This program was planned and 
carried through with the help of 
Mr. Wilkinson, in my opinion, very 


ably and had as its purpose three 
basic accomplishments. 

The first was to strike for group 
progress in the industry through 
combining the warehousing skill of 
the men present in a 
methods of 
of us. 

It was to 


search for 
reducing costs for all 


prepare the back- 
ground for future cooperative areas 
could begin to compare notes and 
figures and talk of how they were 
doing business and to let them see 
for themselves what made up the 
various items of warehouse costs. 

The second accomplishment which 
we strived for was the challenge to 
each warehouse supervisor for in- 
creased know how. 

It is the effort to try to put well 
in practice what you already know 
and in so doing you will in good 


time discover the hidden things 


~ 


i. we« 
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which you now inquire about. 

A supervisor is one who can and 
will assume responsibilities for the 
work of others. This responsibility 
is directed towards: 

(1) To train in routines and in- 
struct in handling problems. 

(2) To assign work. 

(3) To check performance. 


Without adequate training, with- 


out clear-cut assignments, and 
without definite means of measur- 
ing his performance the typical 


warehouse worker cannot do a good 
job. 

The third 
to present a personal challenge to 


intended purpose was 
all present and seek to develop an 
area of confidence and cooperation 
and to assure those that the asso- 
their individual com- 
panies LOO behind 
them in their efforts and were urg- 
ing a further growth on their part. 


and 
were 


clation 
percent 


What We Did 


by J. W. Shettiela. Jr 
i y . . ~~ I = ; . 


We talked 
four major points: 


about and discussed 


(1) Organization and _ supervi- 
sion. 

(2) Avoid mistakes. 

3) Planning and scheduling. 

(4) Material handling. 

We felt the most important prob- 
lem facing the typical warehouse 
manager is organization and super- 
George D. Wilkinson, man- 

consultant, shows 


percent of a 


vision. 

agement 
that 90 
manager’s troubles stem from the 
fact that thought 
enough about 


Survey 


warehouse 


he has not 
the organization of 
his work and personnel, and that 
he really doesn’t know how to su- 
pervise properly. 

Now what is this man’s interest? 
What 

His three big interests are: 

(1) Receiving. 

(2) Warehousing. 


) 


(3) Shipping. 


are his responsibilities? 


He wants to perform these three 
functions as quickly, 
and as efficiently as possible. 

What tools should be given him 
to do this job? 


cheaply, as 


The one big tool he must have 
is the authority that it takes to do 
the job, the authority to hire and 
fire personnel to do the job, the 
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%”" REPLACEABLE BLADE 


A Proven Volume Builder 


As thin and light as a fine watch, the Executive 
is an ideal pocket fape rule built for accuracy and 
Gleaming 
bright chrome case is only 5/16” thick, 134” in 


(JuFKIN pithy, 


long wear. Weighs only 1'/ ounces. 


diameter. 





W606—6 foot—$1.50 
W608-—8 foot— 1.75 


PACKAGED 
TO SELL 


Packaged CARDED as illus- 
trated if specified. Otherwise, 
packaged in individual cartons. 

















475 LEI, 
| PRECISIONTOOLS * TAPES * RULES |) 

— ee 

RULE COMPANY 
SAGINAW, MICHIGAN 
132-138 Lafayette St., New York City 
Barrie, Ontario 

b. 





“One good turn (buckle) deserves another” 
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TURNBUCKLES 
Sef Sewice 
ASSORTMENT 
DISPLAYS 


make easy 
sales for 





Guenbacht i, Mac. 


TURNBUCKLE ASSORTMENT 


52 Turnbuckles in 10 fast selling sizes 


Attractive 14” x 6” all 
metal display panel in 3 coiors. Unit 
packed for shipment. A complete line 
of open stock Turnbuckles available 


and styles 





 Jeunberttes, Sue 


en 
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EYE BOLT ASSORTMENT 


Ten each of the most populor sizes 
of Eye Bolts, boxed by size. Sturdy 
14” x 6” all metal display panel in 
3 colors. Unit packed for shipment. 
Open stock Eye Bolts available in 8 
threod sizes. 





U-BOLT 
ASSORTMENT 


Ten each of the 5 most popular sizes 
of U-Bolts, boxed by size. 14” x 6” 
all metal display panel in 3 colors. 
Unit packed for shipment. U-Bolts also 
ovcilcble from open stock. 


ome 


| “Nenbucktes, Iuc. 


$y 


\ ee EYE BOLTS 


LAG THREAD u 
EYE BOLT ASSORTMEN 
80 bright zinc plated lag Thread 
Eye Bolts in 6 popular se 
Packed for shipment with durable, 
colorful 14” x 6” display panel. 


a) 
nq sizes. 


Available in open stock 


ORDER FROM YOUR WHOLESALER 


TURNBUCKLES, INC. 


BOX 333, MICHIGAN CITY, INDIANA 
FACTORY: GRAND BEACH, MICHIGAN 
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authority to purchase the equip- 
ment with which to do the job, the 
authority to merchan- 
with complete 
control over his personnel. 

To get our people in the right 
frame of mind, I feel we must give 
them four things: 

(1) The 
ship. 
2 ) 


warehouse 


dise as he sees fit 


right kind of leader 


| Dignity in their job. 
>) A fair rate of pay. 
(4) Sufficient time in 
do the job. 
Let’s take these one at a time 
and see just what I mean by them. 
The right kind of leadership. If 
vou have 


which to 


organized as we have 
talked about you just about have 
the right kind of leadership. The 
only problem left is to get the 
right man in the right job. 

The big thing, the most impor- 
tant thing, is that vour men have 
only one boss, not everybody the 
boss, not nobody the boss, but one 
boss. 

If the president, secretary and 
treasurer, all the buyers, the 
bookkeeper, stock control clerk 
and others are their bosses, they 
find themselves not knowing who 
to obey. 

Job dignity. Any man no mat- 
ter how lowly his job. will do you 
a better job once he is made to 


know the importance of the job 
and how it fits into the big pic- 
ture. 

He must know his boss realizes 
the importance of his job. A man 
must feel that he is a 
part of the 


can do to 


necessary 
whole. 
knit a 
with his fellow 
will help in this respect. 
Fair rate of pay. I know the 
wages we pay are governed main- 
ly by local conditions, and other 
factors which 


Anything we 
man closer to- 


gether workers 


vary from city to 
city. 

Allow sufficient time in which 
to do the job. When I say suffi- 
cient time, I mean sufficient un- 
harassed time. haste 


waste warehouse 


Remember 
makes and ina 


Causes errors. 


Were They Worthwhile? 


OY R | . 


Were 


*) 


while * 


Neely, Jr. 


the conferences worth- 
My immediate answer is “Yes.” 
It was my privilege to attend 
the group representing the man- 
agement of the 
present. 
In this group, we had an oppor- 
tunity to discuss various phases 


various members 


of our own warehousing operation 
from a management viewpoint and 


Panel members: John Sheftield, moderator, left, and R. C. Neely, dr. 
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much additional information was 
discussed in our group meeting. 

It was the unanimous opinion in 
{his group representing manage- 
ment of the various member com- 
panies, that the conference on 
warehousing was most worthwhile 
and the Southern Wholesale Hard 
ware Association should be com- 
mended on their foresight in ar 
rang’ z such a conference. 

We did not stop with this rec- 
ommendation. Since this confer- 
ence was so well received by 
everyone we felt that the South- 
ern Wholesale Hardware Associa- 
tion should consider the possibili- 
ties of a similar type conference 
on office procedures and _ office 
equipment. It was the unanimous 
opinion of our group that such a 
conference would be well received 
and most informative and in our 
brief discussion of office proced- 
ures and office methods, we gained 
considerable knowledge of more 
efficient and better ways of con- 
ducting our business in our of- 
fices. 

All in all, I felt greatly re- 
warded in the information that | 
gathered at this one day confer- 
ence in Dallas and would highly 
recommend greater attendance by 
more members should your asso- 
ciation sponsor other conferences 
on office procedures and methods 
of warehousing. 


Use of trucks 





(Continued trom page Ss 


that will save us the most. We 
usually stay booked ahead for about 
two weeks. But if a good haul 
comes along, and we are _ booked. 
we spot another lease truck for 
the one haul. 

(5) Most factories are coopera- 
tive and helpful. Most factories 
are anxious for us to pick up and 
are helpful in loading the truck 
promptly. At the same time we 
cooperate in everyway possible 
with our suppliers. 

6) So far we have had no 
trouble with any truck line. All 
Inter-State Commerce Commission 
rules as to truck operation are com- 
plied with. 

7) Thus far we have exper- 
lence very little damage. 
HARDWARE APRIL 25, 
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Top Quality! 
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PLATED 


New, greater volume "C" 
Clamp business is yours with 


the B&C NICKEL PLATED LINE 


They're easy to sell, too, with this 
B&C ‘silent salesman’. Included in 
the No. 1400 Assortment. 


Capacities to 8'' Also Available 
as Standard Stock Items. 


GET YOUR SHARE 


See Your Jobber, 
or Write 


THE 
BRINK & COTTON 
MFG. CO. 
33 POLAND STREET * BRIDGEPORT, CONN. 
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Low-Margin Specials 


(Continued from page & 
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ible net worth for each for the 
vear 1955 shows that the hard- 
ware retailer is at the bottom of 
the totem pole. 

Because of the profit problem in 
the distributing end of the hard- 
ware industry, it seems clear to 
me that every wholesaler or re- 
tailer will carefully weigh any 
promotion or low profit special in 
light of what it will do for him. 
There are only two advantages 
that have occurred to me to these 
promotions to the distributor and 
dealer, and these are: 

First: To promote interest in 
the manufacturer’s line by whole- 
saler salesmen, retail dealers, and 
retail salespeople. 

Second: To bring traffic into the 
dealer’s store. 

I asked our hardware salesmen 
to talk to their retail dealers and 
find out how dealers felt 
about low margin promotions and 
which ones clicked especially well. 


most 


The answers from our salesmen 
revealed the fact that most of the 
dealers interviewed were generally 
with the factory low 
margin promotions. 


disgusted 


About two vears ago at one of 
the hardware conventions, I heard 
one of our members describe his 
system for getting his promotional 
efforts on the lines that would do 
them and the dealer, rather than 
the factory, the most good. 

He advised that they had set up 
what they called blue ribbon lines, 
and all promotional efforts in sales 
and advertising were put behind 
these lines. 

The blue ribbon lines were se- 
lected by the management after 
careful consideration of many fac- 
tors, such as: 

(1) Gross profit. 

(2) Potential 
line. 


volume of 


sales 
(3) Type of competition on line; 
a. Whether franchised territory or 
multi-distribution; b. Whether com- 


petition from grocery jobbers, drug 
jobbers, discount houses, or cata- 
log houses. 

(4) Manufacturer’s advertising 
and promotional help. 

(5) Ease or difficulty of ware- 
housing and handling product. 

(6) Unit of sale. 


(7) Obsolescence and markdown 
problems. 
To me, this is a very sound ap- 


proach. 


Season Datings 


(Continued from page &6 





the dating plans set up by our 
manufacturing friends. 

In recent vears our southern sea- 
sons have slowly but consistently 
begun a gradual change which has 
increased in distinctness over the 
last ten years. 

Since most of the datings are not 
realistic with the selling season, the 
wholesaler has tried to doctor the 
situation by extending terms be- 
vond those granted by the manu- 
facturers in their dating plans. 

The wholesaler has taken it upon 
himself to continue to serve the 
dealer and the consumer in the light 
of proper seasonal timing of goods. 

In other words, the wholesaler 
has met the problem head-on. He 
has furnished the dealer with the 
normal discount from 30 to 90 days 
after the discount has been taken 
with the manufacturer. 

According to facts, there are few 
wholesalers today who do not have 
to resort to outside financing for 
their businesses. The national 
banking rate runs from 4 percent 
on big monies to 5 percent on 
smaller amounts. 

This extra interest paid on dat- 
ing is a costly bill to pay when 
comparing it with the amount of 
net profit of today’s operations. 

The wholesaler’s bill climbs high- 
er. On top of interest paid out to 
finance extended terms, he must 
add the high cost of warehousing 
on goods awaiting the correct sell- 
ing seasons. 

When timing is off some 30 to 
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60 days, warehousing problems can 
almost become disastrous. 

When 
crowded awaiting a 
can extend overnight. 
saler has little choice. 


warehouses become over 


season, terms 


The whole- 


From the standpoint of good re- 


lations and understanding, manu- 
facturers could take a more realis- 
tic viewpoint of this serious prob- 
lem with which the jobber is faced. 

Dating and booking go hand in 
hand. If worked properly, they can 
mean more profit to the manufac- 
turer, jobber and dealer. Purchas- 
ing will certainly be done on a more 
intelligent basis. Production will 
be keved more correctly. 

With a realistic dating plan for 
the season involved, one can better 
plan delivery schedules. His financ- 
ing will be more evenly spread. His 
mid-season fill-in business and ship- 
ments will become easier to predict 
and receive. 

If the jobbers are given revised 
seasonal datings to be realistic with 


the southern seasons, the disease 
will choke itself out automatically, 

The dealers are now on a spot. 
They don’t know whether to buy 
from their regular jobber or wait 
and see what the next one has to 
offer. They keep waiting with no 
incentive to book their require- 
ments. 

Consequently, they sometimes 


too late, and then 


they have injured themselves with 


wait until it is 


their customers. 


Promote Hardware 


(‘ontinwue d rrom 
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only 12 percent have a check-out 
counter. 

(4) A part of self-service, and 
also a reflection of the consumer’s 


desire for convenience, is the grow- 


ing importance of pre-packaging. 


Its success furnishes the best pos- 
sible proof that people are willing 
to pay extra for an item in a form 
that’s 
attractive. 
Automation has found in- 
creasing uses in marketing. Auto- 
matic dispensing and vending ma- 
have assumed 
Significance in some fields, and un- 
doubtedly your industry will find 
major uses for them too. 
(6) Standardization is 


easier to handle. and more 


(5) 


chines considerable 
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COIL 


CHAIN 


The “old stand-bys’” —famous TM BBB and Proof 
Coil Chain—are now packed in rugged, metal 
Tay-Pails to assure fast, easy, in-and-out handling 
... effective mass displays, plus quick turnover 
and profits for you! Tay-Pails may be used as 


a sales premium—they have many secondary 


wv 


uses. Order sizes °\", 44", 44” 


in Tay-Pails today! 


TM CHAIN DISPLAY STAND 


promotes 


A strong, store-traffiic stopper—the new 
TM Chain Display Stand, with long- 
leverage chain cutter, is a self-service 
chain department in itself. And it occu- 


PROOF 


now packed in 


TA 


to make your sales 







and %” packed 


self-service sales 


pies less than two square feet of floor 


space! Holds seven reels. Put the TM 
Chain Display Stand to work in your 
store and start reaping chain sales 


profits right away. 


The first chain manufacturer to go to decimal packing and pricing! 


Taytor Mane 


A GREAT NAME IN 
¢ 


\ 


SINCE 1873 


\ 





metal 





faster, easier, 
more profitable! 











Contact your nearest 


wholesaler or write 


S.G.TAYLOR CHAIN CO., INC. 


Hammond, Indiana; and Pittsburgh, Pa. 





95 





bigger profits! 


faster turnover! 





RG NUTS 
> CAP NUTS 
alo 


die cast of 
(2 zinc alloy 


for highest quality 
at lowest cost! 






IN BULK, 
BOXED and 
attractive 
counter 
| display 
fh; f assortments 


Your customers want 
quality plus economy! 


You want 
fast turnover plus profits. Gries die 
cast zinc alloy wing nuts and cap 


nuts are the answer. Non-ferrous, 
rustproof, corrosion-resistant, with 
clean threads and attractive bright 
finish. Their low cost to you means 
extra profits! 


Write today for prices and 
catalog sheets. 


311 Die Casting R. 
GRIES REPRODUCER CORP. 


161 Beechwood Ave., New Rochelle, N. Y. 
Telephone: NEw Rochelle 3-8600 
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key concept in today’s marketing. 
The most efficient retailers limit the 
number of competing brands which 
they carry on an identical or near- 
identical item. They ruthlessly 
prune from their inventories items 
which fail to meet a sales minimum. 
unmistakable 
tendency toward lower retail mark- 
ups and margins. Fair trade is a 
big issue in the hardware trade, 
and “discount house’” may be a 
dirty word. But for good or for 
evil ljet’s recoginze that the dis- 
count house has already had an 
important effect on retailing prac- 
tices. 


(7) There is an 


Ad volume has tripled 

A century ago advertising was 
largely a passive means of announc- 
ing to people what they 
where and at what price. 


could buy 
Today 

is an active means of shaping and 
creating consumer wants, of start- 
ing the sale in the mind of the 


consumer before he even enters the 
store, 
Advertising has helped to spark 


It has 
also greatly profited by that boom. 
In the past 10 years it has tripled 
in volume and in 1957 it will reach 
an expected volume of $10,500,000,- 
000. 


the boom in the economy. 


The growth in advertising ex- 
penditures for hardware and re- 
lated items exactly parallels the 
over-all growth of national adver- 
tising. 

[ have tried in the preceding re- 
marks to give some indication of 
the stake that vour industry has in 
national advertising, and to remind 
you that messages about hardware 
items reach the consumer in the 
context of a lot of other messages 
about a lot of other kinds of 


ucts. 


prod- 
Advertising iS more expensive 
than it ever was. In the last 10 
vears have 
doubled, largely because of TV, and 
they will grow by probably another 


25° in the next 5 years. 


advertising costs 


This rise in costs means that the 
advertising dollar has to work 
harder today than it ever did. More- 
over, any national advertiser 
faces far more competition for the 
consumer’s time, and more competi- 


today 


tion in his arguments to win the 
consumer’s business. 

I don’t believe it is possible to 
generalize about cooperative adver- 
tising. There are many people on 
the manufacturing side who take a 
dim view of it. Tide magazine re- 
cently quoted the advertising mana- 
yer of one appliance company on 
the subject. It was called, and I 
a hot bed of chiseling, thiev- 
ery and prostitution. If you want 
to do business with worms you just 


quote, ~ 


have to be a worm.” 

Of course retailers see things 
from a different angle. 

One recently said, “We do about 
$1,500 worth of co-op advertising 
in a year and are only able to re- 
cover about $300. 


Points of controversy 

The trouble is that manufactur- 
ers classify all retailers as crooks 
and set up so many restrictions and 
rules that it is impossible to get re- 
funds. They are really tough about 
the affidavits, tearsheets, radio copy 
(and every word must be identical 
with their copy). 

[ am aware of the fact that in 
the hardware industry one of the 
major points of controversy with 
respect to cooperative funds centers 
around the catalogs which you 
wholesalers prepare, and which you 
make available to those dealers who 
are willing to contribute to the 
cost. 

Very often manufacturers may 
be under pressure also to contribute 
catalogs. If 


to the cost of such 


they contribute, their item may be 
featured; if they refuse it may be 
left out. 

[ should like to make only one 
very simple point. The investment 
nade in cooperatively-paid for ad- 
vertising and merchandising mat 
lal, whether by the manufacturer, 
by the wholesaler or by the retailer, 
can be truly profitable in the lons 
run, only to the degree that it moves 
merchandise. 
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Wholesaler has a big job 






The wholesaler has an important 
role to play in educating the re- 
taller on the proper use of CO-Op 
funds, as part of the big job he is 
doing to upgrade the dealer’s mer- 
chandising techniques. 


As an outsider, looking in on your 
industry from the reaches of outer 
space, I have the impression that 
the hardware business, in contrast 
to other branches of retailing, is 
having a particularly hard time in 
making up its mind as to what it 
is and in what direction it is mov- 
ing. 

One indication of this is in your 
earnings picture, with a drop in re- 
tail net profits from 10 percent of 
sales in 1946 to 2 percent in 1955. 


Sales doubled in boom 


Another indication of it is in 
your static retail sales picture in 
the past few years. As you know, 
sales per store doubled between 
1945 and 1948; a period of inflation 
and boom. 1954 sales figures closely 
parallel those of 1948. 

Now, while this increase oc- 
curred, the number of retail outlets 
rose only about 3 percent. In the 
case of food stores, with the growth 
of the supermarket, a 36 percent 
greater volume of business is ac- 
tually being handled by 17 percent 
fewer outlets. Retail sales in the 
automotive field showed the great- 
est increase, though the number of 
outlets remained constant. 


Other stores got sales 


The number of hardware stores 
also remained virtually static; it 
rose 2.5 percent. But the sales done 
by these hardware stores increased 
only & percent, compared with the 
national average of 32 percent. Of 
course this does not mean that there 
was only an & percent growth in 
sales of the kinds of items common- 
ly stocked by hardware stores. 

It means that other types of out- 
lets have been getting the business. 

Today’s hardware store can no 
longer successfully remain in the 
business of catering to wants that 
already exist. It must be in the 
business of stimulating wants 
which may already have been 
aroused by advertising. 
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Your Nearest Distributor 



















is your best 
stockroom } 
By always having Arro 
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Anchoring and Drilling Devices e,, i a mf 





on hand, your nearest industrial 
supplier, wholesale hardware, or 
electrical supply house can enable 
you to keep production up, while 

keeping your inventory costs down. 
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COMPLETE LINE 
ANCHORING AND DRILLING DEVICES 


FOR ALL MASONRY 
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MACHINE SCREW ANCHOR 





— See 
EXPANDER SETTING TOOL’ 






LEAD SCREW rater, 
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STUD BOLT ANCHOR 
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NO. 5 TUMBLEHEAD 
TOGGLE BOLT 








a om Sa. ay 
ARROFLUTE CARBIDE MASONRY DRILL 






MAL-LEAD BOLT ANCHOR 
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FOUR-POINT HAND STAR DRILL 
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TWIST DRILL POINT 


FOUR-POINT: DRILL POINT 
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RUBBERGRIP DRILL POINT HOLDER 








A-C-E EXPANSION SHIELD 
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O-E EXPANSION SHIELD 













See your industrial, hardware or electrical supplier 


ARRO EXPANSION BOLT COMPANY 


1600 Boone Ave., Marion, Ohio 









Southern Hardware Convention 





Planning Salesmens Territories 





We survey our territories, study 
the market and potential, then list 
the accounts we want to call on. 

Then we go to our credit de- by Jack J. Caraway 
partment to check these prospec- Pe 
tive accounts before we call on Vice-president and sales 
them. Manager 

We list the towns and work out Peden Iron & Stee! Co. 
routes so our salesmen can_ be Houston, Texas 
home every night. 

We do not hire salesmen from 


other businesses. We employ young basic idea is to start the new man 





men. They start in the warehouse, fresh, without any preconceived 
first picking orders, then working ideas. 
on records, then on pricing. They go The salesman works the terri- 
on city sales, and then to outside tory, based on our market study per month, called on every two 
territories. and list of potential accounts. If, weeks. 

We do not start a new man on a after a reasonable time, an account Our salesmen average six calls 
territory by sending him out with is unprofitable we drop it. daily. 
the previous salesman on. that We consider an account profit- A salesman averages about $20,- 
territory. I take him out. The able if it gives us $300 in business 000 in sales per month. 


Old Guard gathers for its annual dinner party during Southern Convention 


At the head table, left to right, Harry A. Hoffner, Old Guard second vice-president; R. M. Miller, Railey-M 
Inc.; S. D. May, Southern Assn. president; W. S. Gardner, Old Guard president; B. B. Wood, American Hard 
ware Manufacturers Assn. president; Arthur L. Faubel, AHMA secretary-treasurer; Leonard V. Rowlands, Hara 


ware Age publisher. 
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Latest survey: | Most paint customers 


do not specify brand 


Seven out of ten customers buy the 
paint their dealers recommend 


Just how important is brand in the sale 
of a can of paint? Here’s what we found 
in a recent survey of home owners. 
Scores of men and women were asked 
a simple question: “When you purchase 
paint, do you look for a particular brand, 
or do you rely on the suggestions of 
your dealer?” 

Seven out of ten, actually 72%, said 
they purchased paint on the recommen- 
dation of their dealer. Only 17% said 
they specified brand, and 11% had no 
opinion. 

The same survey revealed that 58% 
did not know a single brand name, 38% 
knew of one brand name, and only 4% 
knew of two brand names. 


Dealer is the important factor 


Dealers should think twice before stock- 
ing any brand on the basis of alleged 
“demand.” A dealer’s special knowledge 
is the most important factor in the sale 
of any paint. Brand names don’t sell 
themselves as many dealers think they 
do. Quality is important and advertising 
helps. But the dealer makes the sale in 
seven cases out of ten! 


Why take a smaller margin? 


Some dealers take a smaller margin of 
profit on their paint line, expecting vol- 
ume to make up the difference. But ex- 
perience shows that good volume doesn’t 
“happen’—it comes to the dealers 
through their own selling efforts, regard- 
less of brand. (Of course, the price must 
ESE Oe: Pe ae é be right and the quality must be good.) 
Survey of typical paint customers shows That’s why it’s a mistake to rely on “de- 





that 72% do not specify brand when mand” for bigger volume and profits. 
buying paint Why take a smaller margin when you 
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FREE ‘‘PROFIT 


Gentlemen: Please send me a free 


‘Profit Calculator 
new color cards and details on your successful mechandising program. 


can have good volume and make more 
profit with a quality line like Hooker? 


Hooker margins are bigger 


With the Hooker line, you make a big- 
ger profit on every can of paint you sell. 
We would like to prove this to you per- 
sonally, regardless of the size of your 
present paint volume. 


What you need 
for successful selling 


Quality—Hooker paints are equal to or 
better than most good brands. This is 
not an empty claim—we’'ve proved it 
time and again in objective tests against 
our best competitors. For coverage, hid- 
ing power and durability, Hooker is 
second to none. 

Price—Hooker prices are competitive 
with the best selling brands in your 
community. 

Color—Hooker’s colors are terrific. 
Modern, fast-selling interior and ex- 
terior colors are having a tremendous 
success. Hooker is well up front in the 
big swing to modern colors! 
Labels—Hooker’s “talking” labels are 
brilliant and colorful! They give a vis- 
ual lift to your store and they help sell 
paint! 

Merchandising—after trying every kind 
of promotion throughout the years, we 
have found the “one-two punch” pro- 
gram guaranteed to work for you. May 
we have the pleasure of showing you 
this successful local program? It fea- 
tures you and your store because we 
know that you are more important in 
in your community than any individual 
brand! 
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HOOKER GLASS & PAINT MFG. COMPANY | 
659 W. Washington Blvd., Chicago, Ill. 


along with your 








This simple slide rule Name 

shows the margin you 

make on your various Business 

items. Send for it now— 

it's your free gift from . 
Hooker! Address City 
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Southern Hardware Convention 





atalog Problems 








A. C. Rankin 


by 
General Manager 


+ 
ic 


sague Hardware Co. 


Montgomery, Ala. 


Constant changes in merchan- 
dise, models, designs, and colors 
will continue to be a major prob- 
lem to hardware wholesalers, es- 
pecially with the replacement and 
constant changes of catalog pages. 

Our firm and others who prepare 
their pages and lay-outs for offset 
reproduction have been making 
progress toward reducing some of 
the worries. With proper equip- 
ment, quick changes can be made 
and short cuts taken which mate- 
rially lower the cost of operation. 

The details for operating a cata- 
log department. Multilith 
offset printing, have been gotten 
out in a number of reports by the 
Southern, as well as the National 


using 


Association. 

These reports have gone into 
detail, so I do not think it neces- 
sary to repeat them here. 

These reports, which have car- 


100 


‘“... you can issue a general catalog 
for the trade for 80-90 percent less 
by using offset pages that make up 


salesmen’s catalog...’ 


ried recommendations to the man- 
ufacturers for standardization of 
pages, have gotten excellent results. 
We feel now that more than 90 
percent of the manufacturers who 
serve us are familiar with the 
type of page, printing, etc., that 
are needed by the wholesale dis- 
tributor. 

We are now bringing all of the 
pressure that we can on manufac- 
turers to furnish those of us who 
are using offset printing with re- 
production black and 
white, and one and two column 
arrangements. 


proofs in 


Of course, a reproduction proof 
has practically all of the composi- 
tion, copy writing and lay-out al- 
ready finished. 

There is one new development 
since our last discussion of this 
subject. It will only apply to those 
who are operating their own cata- 
log departments and 
their own pages. 


producing 


When vou have completed the 
negative for a page, the copy- 
writing, composition, illustrations, 
etc., by your catalog department 
constitutes between 85 and 90 per- 
cent of the total work. The printing 
represents only about 10 or 15 per- 
cent of the total cost. 

Those of you who have the 


9 


Multilith, or offset operation, can 
use the same page for distribution 
to your dealers that you produce 
for your own salesmen. 

You can use the negative that 
you have completed 90 percent of 
the work on. You can use this 
negative and issue a general cata- 
log for the trade at a tremendous 
reduction, compared with having 
a catalog house make a catalog in 
their usual manner for you. 

For example, the cost of pro- 
ducing a 1000-page catalog in book 
form would run between $45,000 
and $50,000 if 


usual manner by a catalog house. 


produced in the 


If you use the same pages that 
you are now using for your organ- 
ization, you could get a printing 
house to furnish the paper, print 
the catalog from your negatives, 
corrolate the pages, stitch and bind 
them, and complete the catalogs 
for less than $10,000. 

If the pages that you are now 
using are satisfactory for your 
trade, you can save between $35,- 
000 and $40,000 on an issue of 
1000 books. Your catalog depart- 
ment has already done 90 percent 
of the job that the catalog house 
would have to do if you turned it 
over to them. 
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WINCHESTER Soles Oidla 


TRADEMARK 


INFORMATION TO HELP YOU ANSWER QUESTIONS CUSTOMERS ASK ABOUT 
WINCHESTER-WESTERN PRODUCTS 


TIE-IN 22 RIFLES and AMMUNITION 
WITH FISHING TACKLE SALES 


7 
~ 


~ 


Springtime means fishing Build your sales by tying Winchester 22 rifles 
seasons open all over the and Western and Winchester ammunition into 
country and your floor traf- your displays. You'll be surprised at the quantity 
fic will pick up enormously you'll sell right along with your tackle sales. 


as customers come in to try, 
buy or look at the latest. 
Be sure you have your 
stock in good shape, well 
displayed and with plenty of 
eye-catching, point-of-sale 
material. 
Fishermen, generally 
sonia speaking, like to shoot, too. 
| ) A good percentage of them 
OP _— are just as ardent about 
—~ _.. hunting as they are about 
—es— fishing but lack springtime 
hunting opportunity. 





That’s where you come in—point out to fisher- 
men that there’s a lot of extra fun to be had by 
taking along a Winchester 22 and plenty of 
Winchester or Western ammunition on a fishing 





trip. Impromptu matches in camp or in any place 
that furnishes a high, safe backstop can add a lot 


to a trip. 

Some fishermen carry a 22 pistol while they fish Don’t forget—that sale of a Winchester 22 rifle 
so they can knock off an occasional snapping turtle you make with the Time Payment Plan is a sale 
or other pest. you may not have otherwise made— push it! 








a 
WINCHESTER ) 


Sell 22 rifles with the FIREARMS 
TIME = 

PAYMENT 

L PLAN 
























_, 













WINCHESTER-WESTERN DIVISION ° OLIN MATHIESON CHEMICAL CORPORATION ° NEW HAVEN 4. CONN 





HARDWARE AGE, APRIL 25, 1957 101 





To, 
\ 
*% 
. fo SERINE. eg L 
—— ee REV. 
"MP nnaititnienid casa - _————— 
s bose Sil? og LEGA Sone ce 
,\ EL LEE OOD tari: Serre 
——;, Sa a —_ 





PUMP INSTALLATION BEGINS by tightening special 
plastic adapter into threaded pump opening. 




















































































































































REPUBLIC SRK IS '"WELDED” to plastic adapter, using 





























special solvent. Additional lengths are joined, using 
same solvent with plastic couplings or with male 
and female adapters. 


? © 


od = PUMP INSTALLATION IS COMPLETE when wiring is 
taped to pipe, and pump lowered into position. 


a ee ee PRODUCTS 


CHAIN PRODUCTS—include all types of welded and weldless chain, plus farm FASTENERS—over 20,000 types and sizes of standard bolts and nuts are sup- 
and animal chain assemblies. Complete line is attractively packaged. Easy- plied in eye-catching, tough, non-smudging packages that make attractive 
to-read labels provide quick identification. self-selling displays. 


REPUBLIC 


ae 


Wolud Widest Range of Standard Steels 


STEEL 
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The dynamic shift of population from crowded 


cities to outlying areas provides bright profit 
opportunities for you in many major hardware 
lines. Tough, lightweight Republic SRK Plastic 
Pipe—the ideal piping for fast, dependable sub- 


| Bettor Products build Better -rofita...sell 





than ever before practical with plastic. Test wells 
set at 195 feet prove the complete dependability of 
Republic SRK for your customer’s submersible or 
multi-stage jet installations. Impact strength is out- 
standing, too. Pressure rating. range up to150 psi. 


\ mersible or jet pump installations—provides a Installation convenience for fast, easy, economi- 
good example. cal pump settings. One man can carry all of the 
7 Made from high quality Kralastic, low-cost 20-foot lengths needed for the deepest well. Only 


ussem ieee! 


— 








ARE 


Republic SRK offers your customers a combina- 
tion of advantages unmatched by any other pipe 
material. They include: 

Unexcelled purity protection for drinking water. 
Republic Semi-Rigid Kralastic carries the seal 
of the National Sanitation Foundation—assurance 
of permanent well-fresh water delivery. 


High strength for suspension of pumps deeper 


PROFIT 
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seconds are required to join lengths, using sol- 
vent and special plastic fittings. 

Home and farm water-well piping is only one 
of the many profit possibilities open to you when 
you stock and sell Republic SRK Plastic Pipe. 
Get all the facts on this and Republic’s other 
plastic pipe products from your distributor to- 
day. Or mail coupon for information. 








REPUBLIC ENDURO® STAINLESS STEEL —is used STEEL PIPE—for plumbing, heating, air conditioning WIRE NAILS AND STAPLES—a complete line for 
by leading housewares manufacturers for utensils and all other home and building uses. This high- every farm and home use. Also ideally suited to 
that will stay new looking a lifetime...will never quality pipe is available in a full line, in sizes and accepted by the building trades. Made from 
chip, crack or flake... will resist rust and corrosion. you want. Call your Republic Pipe Distributor. steel wire specially produced for nail manufacture. 











- 
REPUBLIC STEEL CORPORATION 
Dept. C- 3777 
3154 East 45th Street « Cleveland 27, Ohio 
Please send me information on 
(7 SRK Plastic Pipe 
[ Chain Products 
[ Bolts and Nuts 
[} Wire Nails and Staples 
[) Steel Pipe 
















and Stack -Froduad 















Name _ 











Com pany—__ 








Add CS Gaceesee 











APRIL 25, 1957 103 





HARDWARE AGE, 


A 5100, 000 blaze gutted this store, but the community 


pulled together to put Smith Bros. Hardware back on tts feet 


Time: Dee. 18, 1956 
Place: Hamburg, N. Y. 
Firm: Smith Bros. Hardware 


Loss: 100 percent 


The facts spell a business wipe- 
out. But this firm is not out of 
business. In fact, it will shortly 
come back, stronger than ever. 

How? In the spirit of Christmas, 
competitors of fire-ravaged Smith 
Bros. Hardware helped the firm 
resume business before Christmas 
eve. Under normal 
$100,000 fire 


close a store. 


conditions, a 
would permanently 


But this store was reopened the 
following day in a warehouse in 
back of the gutted Smith building. 

Albert J. Smith, co-owner of the 
business with his brother, Frank, 
said offers of aid poured in at once 
from competitors, friends, and 
business associates. 

“It was truly 
said. 

One of Smith’s biggest com- 
petitors in the town installed a 
gas space Smith 
warehouse. It also gave the firm 
trucks, manpower, and inventory. 
Another hardware competitor in 
nearby Orchard Park offered full 
assistance. 

Offers of physical and financial 
help continued to pour in from 
local businessmen and friends of 
the Smiths. It was heartening in 
the face of apparent disaster. 


wonderful,” he 


heater in the 
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Meanwhile, Howard W. Klippert, 
president of the Hamburg Chamber 
of Commerce, called the Chamber 
into special session to explore 
ways of lending community aid to 
the Smith Brothers. 

Mr. Klippert is vice-president of 
Kronenberg’s Hardware, a direct 
competitor of Smith’s. 

The fire that nearly spelled doom 
to a business proved business is not 


all a question of dollars and cents. 
result, Smith Brothers 
Hardware is not wiped out. The 
help it got to hurdle the first and 
toughest 


As a 


sufficient to 
start things going again. And the 
result will be a brand new store, 
opening at the old address next 
July. It will be a better store than 
the one it replaces 


days was 


proving, 
after all, that most dark clouds do 
have a silver lining. 


his is about all that was salvaged from the wipe-out blaze. 
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Fultex Tarps K. 0. 
Sales Resistance with 


“World’s Toughest Duck” 





They're Actually 
Triple-Strength! 





You win over the toughest customers when you feature Fultex 
Tarps. They’re made of super-durable cotton duck that’s especially 
treated by Fulton’s exclusive process to give it longer life. Seams 
are triple-sewed with heavy duty, rot-proofed thread . . . and 
grommets are triple-reinforced. Result? Triple-strength offers extra 
protection . . . pulls in extra sales. For faster, easier tarp profits 
.. . be sure to feature Fultex! 





CUSTOMERS GET 
PERSONALIZED 
NAME PLATE 


Customers get name plate for stencil- 
ing tarp and other equipment by 
mailing order blank packed in each 
Fultex® Tarp. Name plate sent di- 
rect by Fulton—no bother to you. 













"1000" 
USES FOR FARM, 
BUSINESS 
AND HOME! 































For Windbreakers 











Contact your Nearest Fulton Branch for Full Details Vag Pe | f 
ATLANTA « CHICAGO « DALLAS *« DENVER © KANSAS CITY * LOS ANGELES g@ Cy () 


MINNEAPOLIS #© NEW ORLEANS © NEW YORK ¢ OKLAHOMA CITY «¢ PHOENIX 
ST. LOUIS ° SAN FRANCISCO ° SAVANNAH 
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How to power-up a sale 


First anniversary or fiftieth can be the reason 


for a sale. From there on, says consistent Brand Names’ 


winner F., Hardy Rickbeil, it’s pure work and energy 


Are sales worth the tremendous 
investment they require in time, 
effort, and preparatory expense? 

The importance of a sale is equal 
to the very fact of being in busi- 
ness. A dealer is in business to 
show as much profit as possible on 
the smallest investment risk. 

A sale of especially purchased, 
priced, displayed, and advertised 
items is a means to this end. 

A sale as well organized and 
followed-through as Hardy Rick- 
beil’s 50th anniversary founder’s 
event can give a dealer as much 


PPP PLILL? 


traffic, turnover, and profit in a 
week as he might normally enjoy 
in a month. 

At the Rickbeil store in Worth- 
ington, Minn., a sale is something 
the whole community 
awaits. Rickbeil’s customers have 


eagerly 


been conditioned to power-packed 
sales that mean savings for them, 
and profit for Rickbeil’s. 

Well organized sales at Rick- 
beils’ are part of the overall mer- 
chandising plan that netted the 
firm the distinction of Brand Name 
Retailer of the Year for 1955. In 





Powerful sales paid off for Rickbeil's 


On May 3 at New York City’s Waldorf-Astoria Hotel, F. Hardy 
Rickbeil will be seated with a panel of judges who picked this 
vear’s Brand Names award winners in the hardware category. 
This year’s winner is Johnson Self-Serve Hardware, Sioux Falls, 
S. D. Mr. Rickbeil is a judge because he won the award last year, 
and had previously been awarded runner-up Certificates of Dis- 
tinction. Each of his awards was for regularly running promotions 
which were considered outstanding ways to sell manufacturers’ 
advertised brands. He is noted for the manner, and the results, 
of every sale he puts on. This article points out just a few of the 
methods which have made Mr. Rickbeil a winner. 
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1953-54, Rickbeil’s received Certi- 
ficate of Distinction awards for 
unusual presentation and strong 
promotion of brand-name goods. 

Rickbeil’s, long noted for out- 
standing merchandising, was 
founded by F. 8S. Rickbeil in 1906. 
It expanded into a second store in 
1944. Mr. Rickbeil’s son, F. Hardy, 
took over full management in 1952. 

What makes a sale? 

First there must be a “cause.” 

Customers naturally expect some 
justification for sudden claims to 
lower prices, carload purchasing, 
and the carnival atmosphere of a 
true sale. An anniversary, changing 
seasons, a slow time of year when 
stocks are heavy, a_ post-holiday 
clearance, are rebuilding or ex- 
pansion program offer the wedge, 
the reason for a sale. 

At Rickbeil’s last spring, a 50th 
anniversary of the founding of the 
firm offered the perfect opportunity 
for an extra large promotion. 
Because a half century was being 
marked, gold was used for display. 

The 21-day (business. days) 
event. lasting from March 1-24, 
saw gold foil covering display doors 
and windows with only peep holes 
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Rickbeil’s Founder's Day sale aa- 
vertising brought in crowds like 
this. Note windows covered with 
gold foil. Gold was theme for 
50th anniversary. 


left open, to add to the carnival 
atmosphere. The entrance and 
walks were sprayed with gold 
lacquer. A thousand goid balloons 
were given to children. 

The gold theme was carried out 
even to gifts. Persons who bought 
$100 worth of merchandise in the 
sale were given. dinner sets 
trimmed in gold. 

How do you plan for a really 
big sale? 

Rickbeil’s used almost every 
outlet available. Special displays 
were built. Popular items were 
bought, some in carloads, for sale 
pricing. An eight-page broadside, 
jam-packed with _ reduced-price 
items, contest announcements, 
staple goods, and special services, 
was mailed to 24,000 potential 
customers. 

Factory representatives enlisted 
as demonstrators. This was. so 
advertised. Full, half, and quarter 
page advertisements and contests 
filled the local press. Price-marking 
cards boldly stating ‘Founders’ 
Day Sale Price” were hung on 
every special item. 

A novel full-page advertisement 
done in the format of a classified 
ad section drew heavy response. 
And Rickbeil’s tied its sale in with 
a city-wide contest among cooperat- 
ing merchants. This contest prize 
was an all-expense trip to Washing- 
ton, D. C. 

Follow through is one of the 
biggest factors. Having ample 
stock to back up advertisements, 
keeping live demonstrations really 
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live, conducting daily staff sales 
meetings, and making the most of 
contests and giveaways helps bring 
thousands of extra shoppers to a 
store. Such overall planning keeps 
them there in a shopping mood. 
At Rickbeil’s, the heavy emphasis 
was on a “Vote for a Queen” con- 
test. There were 54 queen con- 
testants chosen from ae widely 
















scattered area. Each of the con- 
testants’ friends voted heavily in 
favor of his choice. To stir up 
interest in the contest, there was 
ample publicity given on the many 
prizes to be won. 

The queen received name-brand 
appliances and home-furnishings 
with a value of over $1000. Her 


(Continued on page 115) 





8 key points in putting on a sale 


How to make store traffic through customer interest in merchandise 


you offer during a sale 


(1) Find a logical cause, a reason to justify having a sale. Cus- 
tomers want a good reason for 4 sale. 

(2) Plan your purchases of sale items in advance, with the 
idea that lower prices (and profit margins) can produce higher 
net profits if you produce the faster turnover that a sale should 


create. 


(3) Set up advertising, display, and promotional gimmicks that 
create a carnival atmosphere. Some dealers pipe in circus or 
band music to help the mood. Get suppliers to help out with broad- 
sides, mailing cards, give-aways, and display novelties. Prepare a 
day-to-day ad campaign for newspapers and radio. 

(4) Have a different offering for each day. Constant change 
holds interest. Use truly low-priced goods, cooking schools, con- 
tests, and demonstrations with free food samples as the lure. Try 
to have several contests on tap. 

(5) Keep sufficient back-up stocks of all advertised items. What 


(6) Have day by day staff meetings. Let salesmen know what 
you are planning, and don’t hesitate to thank salesmen for their 


(7) Have the local press play up contests and contest winners. 
A lot of free space will be missed if you don’t. 

(8) After the sale, be sure to take up prices of items advertised 
as “reduced” to original levels. Then your customers will know 
they were truly on sale. And your next sale will have more impact 
because shoppers will know that you really do offer bargains. 


is worse than demand for advertised stocks you’re out of? 
part during a hectic sale. 
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PUTS YOU IN THE PROFITABLE 
BRIDAL GIFT MARKET 





Send this coupon 
Robert Cc. Myers, Director HA-4-25-7 

Market Development Division 
United States Steel 
Pittsburgh 30, Pa. 


for your free 








Please sen d me the free “Operation 
Shower’”’ Promotion Kit. 
/ | | j / 99 
NAME —_—v sa iT ) | 
SMELT 
ADDRESS 
iii ineniiaaidie Promotion Kit 


| 
| | | 
riritemnesieseets 
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It's your promotion... 
you name the 


products and brands 


“Operation Shower” is out to help you sell 
steel gifts for the bride: housewares, traffic 
appliances, decorative items, stainless flat- 
ware, T'V sets; anything made with steel makes 
an appropriate shower or wedding gift. There 
are no brand restrictions. It’s your promotion! 


You get free 
display material 


and selling ideas 


U. S. Steel has prepared an “Operation 
Shower” Promotion Kit, complete with mer- 
chandising tags, banners, a colorful poster, 
merchandising plans, display ideas, sample 
newspaper ads, radio scripts, reproduction art 
of the promotion symbol and slogan for ad- 


vertising use. 





You can make 
your store a 
Bridal Gift Center 








You get lots of 


advertising support 


1500 hometown newspapers will carry 
“Shower” ads in June to support your local 
promotion. 

4 TV commercials on the U. S. Steel Hour, 
June 5 and 19, will help sell gifts of steel. 

A 4-color spread in the July issue of Vogue 
magazine will establish the steel shower as 
being smart, fashionable. 

An 8-page pull-out ad in the April issue of 
Forecast for Home Economists will reach the 
50,556 instructors who are training today’s 


and tomorrow’s homemakers. 


Skene 
Shower \ “ge, 
x % “Ree 
. ~ Ss i, 
the bride iss 35 
uy 


with 







Give her gifts of steel 





You can boost your 


sales of steel gifts 
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“Operation Shower” will help you get a bigger 
share of the bridal gift market. In both national 
and local advertising, U.S. Steel will promote 
the selling slogan, “Shower the bride with 
Lifetime Gifts . . . Give her gifts of steel.” 
Your tie-in advertising and displays will bring 
the family and friends of the bride to your 
store to buy steel gifts. 





1957 


UNITED STATES STEEL. 


PITTSBURGH 30O, 


“Operation Shower” is setting the stage for 
steel gift sales. Now it’s up to you to bring 
customers into your store. You can do it with 
advertising in local newspapers, on radio and 
television, and through direct mail. You can 
attract attention to your part in the promotion 
with store and window displays. 


PA. 









Versatile display unit 


... aids gift, housewares selling 


Are costly display units restricting your gift and 
housewares displays and sales? 

If you are looking for an inexpensive display unit 
to use with various promotions, you’ll find this one 
has many benefits. 

(1) It is versatile. It may be used to brighten 
window displays of housewares and gifts, or you 
can set it atop island units or counters. Used this 
way, it serves as a combination store divider and 





display. And it may be used on top of side-wall > ZL Z >t Above. hare 
counters. 2 , Fs Ba ~_ the unit selling 
(2) It costs little. Slightly more than 35 running —_ merchand in 
feet of 1l-in. lumber (*4 in. thick) is all you need. nd 
(3) It is impressive. Built and stained or en- 
ameled with care, it will look like a costly fixture. 
Being big (3 x 6 ft x 11 in.), it houses a wide selec- 
tion of items in any line you feature. 
Unit was designed by American Hardware Supply 
Co., dealer-owned wholesaler at Pittsburgh, Pa., for 
its dealer meetings. It was so effective as a mer- 
chandise display piece that HARDWARE AGE made 
these copies for your use. These are reproduced 
with the permission of American Hardware Supply 
Co. 
With a power saw, your handy man can make this 
in less than a day. Sign on top is a panel of 8 x 36 
in. fibre board or plywood held by two slotted wood 
feet. 


Some dealers may want to join several units, or | Above, this js 
increase the dimensions of this unit, for a floor-to- | how the window 
ceiling separator. | unit looks when 
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the window 
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How to meet objections 


when customers refuse to buy 


This is the second of three articles in a Store Owner’s Management Gui- 
dance Series. This article takes up various objections shoppers and cus- 
tomers raise to closing a sale. And this article shows you how you and 
your sales staff can overcome these objections. The first article was pub- 
lished 1n HARDWARE AGE, April 11 issue, page 99. 


Part 2 
by Irving Sherman 


Question: the two. Once they are separated in your mind, con- 

How do you convert shoppers into regular custo- centrate on the shoppers for the idlers are of no value 
mers? to you. Shoppers are potential volume. Handle with 
care. 

Boldness is suggested as one approach in this case. 
Tell the shopper that if he gives you a deposit on an 
item and finds a better value elsewhere, you will equal 
the offer or refund the deposit. Chances are, the 
shopper will be convinced you are offering a good 
value and will look no further. He’ll buy on the spot. 


Answer: 

1. Have an attractive store. Good design and layout 
are essential. An outstanding store front will bring 
traffic. So, effectively decorate them or use them to 
show off the store interior as one big display. 

Use properly scaled fixtures throughout the store. 
Arrange displs:~ to allow for sight, touch, and impulse 
sales. These are the prime builders of volume. 

2. Employ inside and outside promotions steadily. 
Advertise and publicize. Create news about yourself 
with special events, unusual merchandise, and eye- 
catching display techniques. 

3. Always be tactful and courteous with customers. Answer: 

Participate actively in community activities such as Stress value. 

civic groups, paint-up fix-up campaigns, and so on. Value is higher if the price is higher. 

By doing so, you will be building good public relations Quality and service are the points to plug. If 
for yourself and your business. competitors have lower prices they are offering some- 


Question: 
If a customer claims your prices are higher than 
elsewhere, what should you do? 


thing less in value, less service, or less quality. The 

customer must be made to see the importance of this. 

Question: He’ll then be willing to spend a few pennies more to 
How do you sell the shopper? obtain complete satisfaction. 


Answer: 

Lookers are divided into two groups: Question: 
l. Idlers. What if the customer insists that he can get the 
2. Unconvinced shoppers. same service and quality at a lower price? 
Observation or a few discreet questions will separate (Continued on page 120) 
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100% VINYL 
DO - if YOouRSsELE Kit 
fAtiY A99Et2 16 WeOe Os Mates 
SE SCORE 48d Gry IPOs wexore 
COE HN ERNE seeing thew» 
TORR, COMPRA RRS Cs Panes wc mien ote 


Shuford's : 


~~ 


“SMR isa isa 


“all-purpose” => 


i 2 
at OS * = btn .? 
aryl St oe 2 | 4-2" 


We ee 
Stee ¥ ey ao Se; Se i. 
ise 


Weather Stripping 


HANDY DO-IT-YOURSELF KIT 


is complete with stripping, tacks, instructions 


Shuford’s “all-purpose” Weather Strip- 
ping seals cracks around windows, 
doors, loose-fitting storm sash and 
screens. Ideal for dozens of other 
household uses. Made of durable, flexi- 
ble 100% vinyl. Will not crack or peel. 
Can be painted. 


Increase the profits from your Do-it- 
yourself department display and 
sell fast-moving Shuford’s Weather 
Stripping NOW! 


Quickly and easily installed, this item 
is tailor-made for your “Mr. Fix-it” 
trade. Conveniently packaged, com- 
plete with tacks and instructions — 18’ 
continuous length strip per kit (enough 
for the average door or window). Ham- 
mer and scissors the only tools needed. 


Shipped to you in eye-catching self- 
service display cartons (12 kits per 
carton; white, gray, brown, asosrted). 
One gross in shipping container. 
Order it in bulk put-up, too. (500 ft. 
reels.) 


STOCK and DISPLAY SHUFORD’S “‘all-purpose’’ WEATHER STRIPPING! 


Get it from your dealer, or write 





CLOFHES LINES e TWINES 

PRESSURE-SENSITIVE PAPER TAPES 

SASH CORDS e WEATHER STRIPPING 

COTTON & RAYON YARNS e¢ EXTRUDED PLASTICS 





World's Largest Manufacturer of Cotton Cordage 


Colorful unit promotes 
electric clock sales 


his eye-catcher display made 
r 1ted be oor J .e Nointad 
4 Jt MY FO P/U Lf 


attenti pa) 


Oy 
nN a store 


The OIsp Cc 


show window as shown 
Stillman Hardware Co. 


a7: LL ‘WE 
Wis., uses this attractive 


Skin-diving equipment 
‘an build store traffic 

Hardware dealers near coastal! 
sections or large fresh-water 
places find that skin diving equip- 
ment pulls traffic. 

An Ohio firm stocks aqua-lungs, 
frogman diving outfits, masks, 
fins, snorkel tubes, guns, spears 
and underwater compasses and 
flashlights. 

Aqua-lung outfits sell from $150 
and up. This firm also rents this 
equipment by the day, week-ends, 
and by the week. Customers who 
rent these units may purchase 
them at full price, less rental fees 
already paid. 

When a local theatre shows a 
picture about frogmen, or other 
underwater activity, the store has 
a tie-in window display of a mani- 
kin in a frogman’s diving suit, 
aqua-lung and other equipment. 

For people interested in skin 
diving this dealer arranged a 
meeting at a local YMCA pool. 
Demonstrations were given and 
spectators were allowed to use 
some of the equipment in the pool. 
About 75 people attended this ex- 
hibition. 
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#704 Black 
#704W White 
1714” long 
List $8.95 priced to sell 










completely weatherproof 
, | rust proof 
heavy gauge steel 


gleaming brass trim 





Designed by C. A. Masso 
Patent applied for 









Design means demand for G RISWOLD 
Ou MAIL BOXES 


The light in your customer’s eye will mean cash on 
the counter when he spots the fresh, new design of 
Griswold’s long, wide and handsome Contemporary 
Mailboxes. 

A natural for both builders and individual owners 
in the snowballing modern home market. See your 
wholesaler . . . or write 











#705 Black #70SW White #706 Black #706W White 
13-9/16” tall. List $4.95 1714” tall. List $6.95 








#703 Black en | 
1614” long or | 


List $5.95 by the makers of famous 
Griswold cast iron skillets 











GRISWOLD 


MANUFACTURING CO.- ERIE, PA. 








So profitable to sell,so easy to handle 








bar is individually designed for attrac- a natural, self-service item. 


KIMBLE GLASS BARS 
AN (I) PRODUCT 


KIMBLE GLASS BARS 


All Kimble Glass Towel tive appearance and practical utility. Don’t delay, place your order today 
Bars are priced to give you. Fittings are bright and streamlined. with your wholesaler or write for one 


a good profit margin... Rodissparkling clear glass. It'sacom- nearest you. Address Kimble Glass 
priced to turn fast. Each _ bination that makes Kimble Glass Bars Company, subsidiary of Owens- 


Illinois, Toledo 1, Ohio. 


Owens-ILLINOIS 


GENERAL OFFICES - TOLEDO 1, OHIO 
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Simple record serves as 





firm’s purchasing guide 
A simple control method for 
purchasing tells at a glance how 
each of the six basic departments 
of a far-western hardware store is 
| doing. Each department has its 
| own ledger sheet in the control 

book. 
B E S T S E L L E - S For each of the departments the 
—<$—> For Fast Sales and Good Profits bookkeeper makes three entries. 
| The paint department page, for 
a Powshel en —_ _ gyn is anager example, would show paint pur- 
sellers will be your most pone he fines “once these best chases for the month, a7 sales 
Listed below are a few basic electrical items that should be on at cost, aud tae value of palm 
your counter at all times. stocks on hand. 

r These figures are used to give 
the firm a quick picture on turn- 
a over by departments. These fig- 
ures are used to give the firm a 


guide when suppliers’ salesmen 
BASIC ITEMS 


ask for orders. They are used in 

meetings at which department 
FOR YOUR ELECTRICAL COUNTER heads decide whether to raise or 
lower inventory limits. 














QUICK CHANGE 
DEVICES 














No 690—"'O.K.." Glass Plug Fuse 
: i d Set . | | 
No 7 Chain Curren Tap Four-level displays aid 
No 2 ie Sap housewares volume 
O. — 
No. 781—Cube Tap 
“a 75|—Appliance Cord Set 
No. 179—Rubber Handle Cap 
| RUBBER | — 
ecg No. 758—Plug ; - 
No. 960—Pull Chain Socke 
No. 940—Push Thru Socket 





i EW 
and the Revolutionary N 
JIFFY PUSH-PULL PLUG 


“The World's ; 
Simplest Electric Plug 


that's causing @ — 
erfect for fast, easy attaching 


appliances, efc- 


Here's the electric plug 
throughout the country. P 


to cords of lamps, radios, 


ALL ITEMS U.'- ose SALES wt -z_ 
MERCHANDISED FOR FAS | ge aang name gaa 
AND Three staff-built four-level dis- 
plays like this help to promote 

housewares and giftwares at the 

The +1 Line From Coast To Coast Emil Weber Co. in Evansville. 
These 8 ft long units have 4 ft 

+1 in SALES width base and are rounded at one 


in QUALITY -_. : | 
io A post at each end of the dis- 
+1 in PROFITS plays supports weight of shelves 
SOLD THROUGH and merchandise. Each post has 
—— aie three holes drilled through it, one 
. WHOLESALERS 7 a | inch apart. Half-inch iron bars 
—— ONLY —_ run through the holes to help sup- 
EAGLE ELECTRIC MANUFACTURING CO.. INC port the shelves. Shelving is fin- 
LONG ISLAND CITY 1 + NEW vORK : ished with shellac and varnish. 


~ ; . Aluminum strip gives the unit an 
Perfection «2 not an pteccdent 


attractive edging. 
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How to power-up a sale 


(Continued from page 107) 





F. Hardy Rickbeil (left) is the manager of Rickbeil's. 


j 


beil, founded the firm in 


1906. 
first attendant (runner-up) got 
$125 worth of prizes; second at- 
tendant, $88; and so on. More than 
$1400 in prizes was given. 

The unusual method of selecting 
a queen kept interest and purchases 
high. Every $1 purchase entitled 
the buyer to vote for his 
favorite queen. 

Another sparked traffic 
in the appliance section. Visitors 
filled in an blank making 
them eligible for a drawing with 
a television set or clothes dryer as 
prizes. More than 9000 entires were 


one 
contest 


entry 


deposited. 
To get a professional touch in 
store and window display, Hardy 


His father, F. S. Rick- 


Rickbeil got the aid of Reichart 
Sales Co. of Minneapolis, Minn. The 
result was the unusual gold display, 


and hand colored window and store 


signs. 

Mr. Rickbeil set up a gold tie-in 
display advertising his sale at the 
local Builders’ and Sportmen’s 


Show. Thousands of shoppers saw 
the display. 

Contests, prizes, demonstrations, 
giveaways, colorful decoration, and 
the 
fun and excitement of a circus at 
Rickbeil’s. Such 
successful in building 


heavy advertising created all 


excitement was 
day-to-day 
traffic and a high volume of sales. 





Sales to team coaches 


An Ohio firm builds traffic and 
profits in sporting goods by giv- 
ing particular attention to school 
and college team coaches. 

The department manager doesn’t 
sit and wait for coaches to con- 
tact him. At the right times of 
the vear, for different types of 
team sports, he visits college, high 
and prep coaches. He in- 
vites them to visit the 
coach and team room in its base- 
ment. 


school 


store’s 
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build sport goods profit 


from 


com- 


This special room, away 
main floor distraction, has 
plete files of sporting goods cata- 
logs. Some of the firm’s stock of 
sports trophies are also displayed 
in this 
in prices up to $50. 

Newspaper ads tell the public 
that the store’s sporting goods de- 
partment can outfit baseball, foot- 
ball, basketball, tennis and bow!l- 
ing teams. These the 


room. These are stocked 


ads list 


brands offered by the firm. 





CATCH 
SHOPPERS’ EYES 
and their 


DOLLARS 


National 
Linoleum 
Binding 





Colorfully Packaged to Sell 
On Sight 


Just display this convenient, self- 
on your counter 


service 
and 


with the 


carton 
see how 
Columbia Binding moves. 
colorful box contains a dozen clear 
plastic packages of 34” 
binding—12 
iently punched for fastening and 
supply 
Available in brass, aluminum or 


nail 





with 





fast 


feet 


stainless steel. 


Quick Sales... 





Nice Profits! 
4 


Write or wire for details! 


NATIONAL METAL 
PRODUCTS COMPANY 





Weatherstrip Division 
2 Gateway Center, Pittsburgh, Pa. 


COMPLETE LINE OF NA. 
TIONAL AND COLUMBIA 
WEATHERSTRIPPING * 
**TRIPL-TITE"’ 


SIDING 


ENAMEL 
PANELS AND SIGNS 





BEST 
CONTROLLED 
APPLICATOR 

FOR LIQUID 





SPRAYER 








¢ Fertilizer 
| ¢ Insecticides ss, 
¢ Weed Killers 4 


There’s nothing else to buy . . . you make 
more money . . . your customers will be 
glad you sell or rent Jackson Lawn 
Sprayers! They can’t make a mistake in 
spreading liquid chemicals because one 
gallon automatically covers 3,000 sq. ft. re- 

gardless of how fast the patented Jackson Lawn 
Spreader is pushed. Loaded with features: 3% gal. 
tank, non-corrosive pump, 5 ft.-wide non-mist spray, 

non-corrosive nylon bearings, baked automotive fin- 

ish, non-flex handle. 


: Sell Boor 
| Rent It! 









with non-corrosive nylon bearings 


Completely redesigned to the point of 
perfection! 13 positive adjustments for 
spreading seed, fertilizer, etc. plus 
“Slots-in-Hopper” for spreading peat 
moss, etc. Spreader device is non-corro- 
sive, oscillator minimizes “bridging” of 
lime. Rugged yet beautiful cart has sen- 
sible flat bottom, 4 cu. ft. capacity. 
Puncture-proof tires, baked automotive 
finish, and it’s cartoned fully assembled ! 





ASK YOUR JOBBER 


Oldest and largest wheelbarrow maker in A 


1-—-----=-- 


WW tolalUhiclaitiaislc Ma GoM Minloladlioltice Mm aon 








 —* 


© 


The POINT e Is the a ae 


SEE ee ee oe ee SALE -< 





In PROMOTIONAL pieces ion... 
SELL...SELL...SELL 


Catalogs, broadsides or mailing pieces 
For hardware, housewares, toys and gifts 
Tailored to your specifications 

In two or four colors 

Personalized with YOUR DEALERS’ NAME 


Economical in cost 


Delivered on time 


All phases from basic idea to the finished product 
handled competently for wholesalers exclusively 


by MEYER MERCHANDISING SERVICE INC. 
400 N. Wells St. : Chicago 10, Ill. 
Whitehall 3-0698 


AN 


ah, 


































Pipe serves as display 


unit for canoe paddles 


Central Hardware Co. in New Or- 
leans gets double use from a riser 
pipe. In addition to its regular use, 
the pipe supports a display of canoe 
paddies. A steel band holds the 
crosspiece to the pipe. Dowels on 
one side of the crosspiece hold the 


paddle handles. 


Dinnerware customer list 
helps dealer make sales 


When a customer in a western 
hardware store browses in its din- 
nerware section a salesman quick- 
ly checks customer records. These 
records list each dinnerware cus- 
tomer’s pattern, number of place 
settings and serving pieces owned. 

The salesman’s check-up gives 
him data he can use when he ap- 
proaches the customer. Even if 
the customer does not buy dinner- 
ware at the time, she is impressed 
that the salesman knows the ex- 
tent of her dinnerware set. 


Mass displays feature 
pre-wrapped $1 toys 

At different seasons of the year 
pre-wrapped $1 toys are mass dis- 
played in the 52-week toy section 
of a western hardware store. 

A large sign tops the display. 

This type of display promotes 
self-service sales. 
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MEANS MERCHANDISING 
































Clock sign = 

“8 

2 “Penny Paint Sale” modular squares | % 
3 “Penny Paint Sale” customer ¢ 
broadside 7. 

a - 

4 “Penny Paint Sale” ad mats s 
38 

S Product display | se 
6 Illuminated sign FE: 
7 Plastic “Paint Department” sign | ~ 
“= 

8 Wood-tone color display - 
9 Custom color cabinet * 


(294 best-selling colors) 


10 Customer loaner books 





Il Wood-tone customer broadside 

12 Banners 

13. Inserts 

PEP UP PAINT SALES with this com- 


plete selection of merchandising 
tools. They are designed for easy 
use... maximum impact, immediate 
customer action. You will find every- 
thing you need from special seasonal 
promotions to colorful direct mail 
pieces and a special Color Planning 
Studio for your mass market. 
With Minnesota merchandising 
and the Minnhue Custom Color 
System in 9 popular finishes, you 
are equipped to meet and beat com- 
petition . . . to benefit from mass 
display and appeal with lowest pos- 
sible inventories. Get details today! 


MINNESOTA MOVES MERCHANDISE... GET THE FACTS 





Minnesota Paints, Inc. 
1101 South 3rd Street, Minneapolis, Minn. 


MINNEAPOLIS FORT WAYNE ATLANTA 


| a gaa \_ 
Minnesota 











@ Please send full details on your 1957 merchandising plan 
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Name 
PAINTS 
Address 
OKLAHOMA CITY DALLAS . 
City State 
oe nie ees Men 
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‘It takes only 20 seconds 
to make °11.00 
in sales” 


FREE THE NEW“EASY UP" CARTON 
FROM SAVOGRAN 





s JUST RIGHT FOR YOUR COUNTER When you call your jobber to place 
takes only 27 square inches of space! your next order for Strypeeze and 
Kwikeeze — and be sure you do! — 

@ SO EASY TO UNPACK ask him to make sure it comes in the 
just flip the lid and it’s open, making new “Easy Up” carton — it doesn’t 


its own attractive display! cont you & penny extra! 
@ SO EASY TO SELL 
One dozen pints of Strypeeze in 
every unit; so handy for your cus- 
tomers to see and buy! 


H% It will take you about 20 seconds to 
open this carton and set it on your 
counter. That’s all the work you have 
to do. Strypeeze sells on sight! Just 
watch your profits roll in! 










Kwikeeze displayed in the “Easy Up” car- 
ton will also ring up Plus Sales for you 













SAV OGRAN , The Remover Corporation of America * 25 Huntington Ave., Boston, Mass. 











(: Sieunbout 1957 SAVOGRAN WILL RUN THE BIGGEST ADVERTISING \ 
PROGRAM IN THE HISTORY OF THE PAINT REMOVER 


INDUSTRY! Full page color ads in « Consumer magazines « Do-It- 
Yourself magazines « Special interest markets 
























This firm remembers its 


customers’ anniversaries 


When a neweomer arrives in an 
eastern village a local hardware 
dealer sends him a letter of wel- 
come. 

When the newcomer pays his 
first visit to the store the dealer 
tries to learn that person’s wedding 
anniversary, his birthday and that 
of his wife. Just before any of 
these three anniversaries the dealer 
sends an informal greeting card. 

No selling message is included 
with the greeting. The dealer signs 
his name to the card. 

These friendly cards help make 
friendships for that dealer. Those 
friendships build store traffic. That 
traffic means more sales. 


Your garage can be used 


as a demonstration unit 


The paint and hardware on your 
garage doors can be used as dem- 
onstration units. 

An Ohio dealer has five gar- 
ages in back of his store. He uses 
one for his truck, rents the others 
for income. Each of the five units 
has a different price and quality 
of overhead door hardware. 

The dealer opens these garages 
to show customers the difference 
in the five qualities. He points 
out the advantages and price dif- 
ferences of the five sets. Time is 
saved by dealer and customer 
with these exhibits. 

Different paint finishes on each 
door help tell the paint applica- 
tion and price story at the same 
time. 


New bikes are sold from 


showings of an old one 


An eastern hardware dealer 
bought an old-time high wheel 
bicycle. He bought it as an antique. 
His son repaired the bike and rode 
it around town a couple of times. 

Soon the store was receiving 
many visitors and much comment 
about the high wheeler. 

Although no sign of any kind 
was used on the high wheeler, peo- 
ple from miles around know that 
it comes from a local hardware 
dealer’s store. Word-of-mouth ad- 
vertising is created with this 
bicycle’s use. 
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“Aluminum Paint 

is one of the stars 

in our line... 

and sales keep growing 


LONGWEAR 
REPORTS 


Increased 
volume 


in 1956 
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Longwear’s success story is being echoed today by 
paint manufacturers all over the country. Quality 
paints pigmented with ALcoa® Aluminum don’t 
stay long on the shelves—more, they build satisfied 
(repeat) customers. 

The famous label that reads “pigmented with 
AtcoA Aluminum” spearheads an aggressive ad- 
vertising-merchandising program—and is backed 
by ALcoa’s renowned research and technical staff, 
who are working hand-in-glove with alert manu- 
facturers to produce the finest aluminum paints on 
the market today. 

There’s big money in aluminum paint. Are you 
getting your share? 

ALCOA does not make paint, but ALCOA Alu- 
minum Pigments are used in most high-quality 


THE ALCOA HOUR 
TELEVISION'S FINEST LIVE DRAMA 
ALTERNATE SUNDAY EVENINGS 
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ALUMINUM COMPANY OF AMERICA — 
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LONGWEAR PAINT & VARNISH WORKS 


2 WEST EIGHTEENTH AVENUE 
KANSAS CITY 16, MISSOURI 


March 5, 1957 


Mr. A. L. Spiegel, District Sales Manager 


Kansas City, Missouri 
Dear Mr. Spiegel: 


A review of the 1956 sales records here reveals Longwear Silver Shield 
Aluminum Paint as one of the stars in our line, Best of all, each year 
sales keep growing. Our 1956 aluminum paint volume showed a healthy 

jump over 1955. And our dealers report that 1957 is starting even better, 


We are pleased, of course, and want to thank Alcoa for outstanding 
advertising and merchandising help. Your program is successful, I believe, 
because it is addressed to both dealers and consumers. Certainly, it 
represents the one major effort to publicise the remarkable advantages 

of aluminum paint, 

Also, please pass on our thanks to your technical people for their valuable 
help in maintaining the high standards of quality control over the pigments 
we use in our products, 


We look ro te contimed pleasant and profitable relations with Alcoa 
during 1 


Yours very truly, 


LONGWEAR PAINT & VARNISH WORKS 
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aluminum paints like Longwear. Through close 
cooperation with ALCOA, paint manufacturers have 
developed successful, fast-selling aluminum paints 
for all purposes. 

Write today for our two FREE booklets, Paint- 
ing With Aluminum and Aluminum Asphalt Roof 
Coatings Make Time Stand Still. They contain 
valuable, up-to-date information to help you answer 
your customers’ questions. Use the coupon. 


Paint Service Bureau, Aluminum Company of America 
1735-D Alcoa Building, Pittsburgh 19, Pennsylvania 
Please send me your FREE booklets: 


[] Painting With Aluminum 
[-] Aluminum Asphalt Roof Coatings Make Time Stand Still 
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Milwaukee Tool g 
is “dealing” indeed 
this spring! Order 
12 vises and you get one free. 
And the deal applies to every 
one of the vises you see here 
. smallest to largest. 
No “cut corners” in 
quality either. Each vise 
is built to the same 
traditionally high Mil- 
waukee standards. . 
finest castings, machining 
and finishing. Write 
today for the deal... 
but hurry, offer is for 
a limited time only. 








NEW RED 
GIANTS. 
No. 807, 4”* 


No. 808, §”*. 


No. 600, 2%4”* } 








No. 


No. 





No. 822, 31”* faa 
B No. 823, 414”* 


*jaw Width ; a... 
MILWAUKEE TOOL 


& EQUIPMENT CO. 
779 $. 29th St., Milwaukee 46, Wis. 
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When customers refuse to buy 





Answer: 


Question: 


Answer: 


(Continued from page 111) 










Ask him whether he is talking about price tags or 
what actually exists. 

Does he really know he’ll get equal quality for less? 

Stick to the principle that value is returned for 
value. If an item is priced for less there is a good 
reason for it. The manufacturer and wholesaler won't 
take a loss, so why would the retailer? 


A customer says he wants to examine a competitor’s 
offers before making a choice. How can you close a 
sale here? 


If the customer is really looking for value the dealer 
can and should make a sale. If the customer can’t 
decide to buy then the chances are that he was not 
approached properly. A passive or negative attitude 
by the salesman has not answered the customer’s 
questions as to quality or price. 

If a salesman has confidence in his merchandise he 
transmits the entire story easily and without pres- 
sure. When this is done, people buy. 


Question: 


Answer: 


What do you do about a customer who asks for a 
discount on the basis of repeated purchases? 


The current spread of discount houses prompts this 
question quite often. Usually the customer is taking a 
shot in the dak. What has he got to lose, he figures. 

The more backbone the dealer shows in this situa- 
tion the more convincing his claim of superior value 
will be. Should he succumb to the lure of an extra 
sale his profit margin will be hit by a knockout punch. 


Question: 


Answer: 


Is it ever possible to get maximum sales without 
playing up prices? 


Possible, but not probable. 

Price need not be the main concern, but price 
selling and buying has become a habit. It is the line 
of least resistance taken by many in place of mer- 
chandising. 

Merchandising experts claim it is value alone and 
not price that interests people. Retailers who empha- 
size price alone will end up selling very little, even at 
low prices. 

A good dealer sells value. He offers technical skills 
and production know-how. He also knows of rare 
processes or methods and possesses managing and 
distribution skills. He sells all these things. It is, then, 
up to him to make his customers aware of their value 
as against price alone. End 
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Ty CURVED JAW PLIER JAW UNIVERSAL 
WITH WIRE CUTTER JAW 


pIPE AND TUBE JAW 
WITH WIRE CUTTER WITH WIRE CUTTER 
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STRAIGHT JAW 
WITH WIRE CUTTER 


Lever Jaw Wrencues, 


25 MODELS to choose from 


with and without wire cutters A tool to meet every customer’s need 


@ 11 STANDARD RELEASE HANDLE 
MODELS 


Forged, heat-treated alloy jaws. Fin- 
est professional quality. 


8 E-Z ACTION RELEASE HANDLE MODELS | 


Patented E-Z action release simplifies and speeds 
work. One hand holds tool while one finger releases. 


6 HANDYMAN ECONOMY MODELS 


All the quality features of the standard line with steel 
head and heat-treated jaws for volume sales. 


@ 2 SIZES —6'2” and 10” 


@ NATIONALLY ADVERTISED 


All models have fine-and-coarse milled teeth; no-slip, 
patented, positive yoke, and reinforced bushings for 
extra strength. An unmatched line for hundreds of 
jobs around the home, car, farm and shop — an un- 
matched line for volume sales and profits. 


Write today for FULL DETAILS, catalog sheets and 
price lists. 


METAL ENGINEERING CO. 


134 N. La Salle St e Chicago 2, Illinois 
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2 complete lines for greater profits 



















You can meet every level 
and vise need of every cus- 
tomer with Columbian— 
made and guaranteed by a 
firm which, for over 65 years, 
has been famous for quality 
and service. 















Extra value of 524 and 528 Columbian 
Aluminum Levels will boost your sales 
































shateiihecdanhed vials are used to sliesiande drawn 
glass tip which is the largest source of leakage and 
failure. Vials are solid-set with special cement for per- 
manent accuracy. 


@ Columbian Aluminum Level No. 524 


D43%-D44-D45 Workshop Vises 
are “do it yourself” best sellers 














SPECIFICATIONS 





Vise No. | Jaw Width | Jows Open | Pipe Capacity | Vises Per Case 
















D432 31” 4” ¥%y-1%”" 6 
D44 4” 5” Ye .2” 3 
D45 5” 6” Y¥e-22” 1 


















Y/ sped Ve Columbian Vise & Mfg. Co 


CLEVELAND 4, OHIO 





Sold through wholesalers only 











Calls at diary farms 
sell big-ticket items 


A southwestern hardware deal- 
er does a good volume in dairy 
farm supplies. 

What is his plan? 

The dealer says, “I make big- 
ticket sales by calls on dairy farm- 
ers to tell them about our lines 
and repair service.” 

This dealer seldom mentions 
big-ticket items on his initial 
visit to a farm. He asks the 
farmer how his mechanical dairy 
equipment is working. 

The farmer may complain of 
some minor difficulty he is hav- 
ing. If the trouble can be taken 
care of while the dealer is at the 
farm, he fixes it. 

If a major repair or replace- 
ment is needed the dealer takes 
the unit back to the store. The 
farmer is told he will get fastest 
possible return of the equipment. 

The farmer is invited to visit 
the store to look at dairy equip- 
ment and other lines. The dairy 
section is in the back of the store. 
This assures dealer and farmer 
of privacy while they talk prices 
and terms. 


Simple idea builds big 


floor coverings business 


A New England firm entered the 
smooth surface floor coverings field 
by putting in a small stock of rugs 
and rolls. 

That dealer says, ““Each time we 
sold one rug or roll we would order 
two, thus doubling our stock out 
of sales. At the start we did not 
buy a single roll of yard goods but 
just used sample squares to show 
to customers. Now we have at 
least one roll of yard goods of each 
number and a larger stock of the 
faster movers.” 


User lists can help sell 
big-ticket lines for you 


A western hardware dealer keeps 
lists of owners of each of the big- 
ticket items he sells. 

When a prospect is not too sure 
about a machine, knowledge that a 
neighbor uses that type of appli- 
ance will often impress Mrs. Pros- 
pect. When you can tell a prospect 
that a neighbor uses such equip- 
ment she will often listen. 
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A-—They demonstrate safe and simple top-side cutting, 
at any angle—how user always sees mark and blade. 
B—They show how De Walt makes any dado cut— 
easily, from the top—with safety guard on cutter. C— 
They tilt powerful direct-drive motor and demonstrate 
tilting arbor shaper. D—They show how De Walt be- 
comes a horizontal drill—any of 12 basic power tools 
...and even builds into workbench! They demonstrate 
De Walt in just 15 minutes and they sell! 


AMF DeWalt 


first in sales! 


eee ee 














Dealers by the hundreds know De Walt® sells best 
because it’s the finest of all home power tools. And 
they can prove it. They take advantage of powerful 
national and local advertising...sales-making dealer 
aids...free factory training for their salesmen... 
De Walt’s Easi-Budget -Payment Plan. They demon- 
strate, they sell, they profit! 

See how you too can profit from De Walt’s Direct 
Factory Franchise. Write the address below today. 


Among the many dealers who sell more De Walts than any other multi-purpose power tool, are: 


Chown Hardware Company, Portland, Oregon 
Carlisle Hardware Company, Springfield, Mass. 
Carlisle Hardware Company, Holyoke, Mass. 

L. Grossman Son, Inc., Quincy, Mass. 

Central Hardware Company, St. Louis, Mo. 
Builders Emporium of Van Nuys, Van Nuys, Cal. 
Robert H. Kennedy Co., Inc., Wheeling, West Va. 








Another 


Product 


DeWart 


POWER TOOLS 
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DeWALT Inc. 


Lancaster, Pa. DEPT. HA-704 
Subsidiary of AMERICAN MACHINE & FOUNDRY COMPANY 


Bidwell Hardware Company, Hartford, Conn. 

Root Bros. Mfg. & Supply, Chicago, Illinois 

Cadillac Hardware & Lumber Co., Livonia, Michigan 
W. T. Weaver & Sons, Washington, D. C. 

Machinery Sales & Supply Company, Dallas, Texas 
The Stambaugh-Thompson Co., Youngstown, Ohio 
Warner Hardware Co., Minneapolis & St. Paul, Minn. 
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spurs and mark the work 
exactly . . . no pencil 
needed. 


New "'Glide-O-Matic’. 
The Rule That Remembers 


This is the rule to sell your best customers . . . the best tape rule they 
can buy. It has more, it does more. Each rule comes in free plastic 
box with magnifying lens lid and is self-sold by “tell and sell” story 


on colorful pouch package. Stock and sell Stanley Glide-O-Matic. It’s — 


a good rule! 


8 ft. 348W — $1.98 10 ft. 3410W—$2.39 12 ft. 3412W — $2.89 








OTHER FAST SELLERS 
THE “1200” LINE 
2” white blades . . . double scale marking 


6 ft. 1206W —$ .98 10 ft. 1210W — $1.49 
8 ft. 1208W — 1.19 12 ft. 1212W— _ 1.89 


THE BIG RULES 
%4” white blades . . . double scale marking 


10 ft. 3610W — $2.39 12 ft. 3612W — $2.89 


All Stanley Tape Rules are packed in plastic boxes and “tell and sell” 
pouches for easy merchandising. Stanley Tools, Division of The Stanley 
Works, New Britain, Conn. 


AMERICA BUILDS BETTER AND LIVES SETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works—hand and electric 
tools « drapery, industrial and builders hardware + door controls » aluminum windows + metal parts + coatings + 
steel and steel strapping—made in 24 Stanley plants in the United States, Canada, England and Germany 





















Firm advertises what 


it does in deliveries 


To let people in its trading area 
know the extent of its delivery 
service, a Pennsylvania firm used 
an institutional ad in a local news- 
paper. That ad said that the firm 
would deliver as small an item as 
a box of tacks. 

It went on to say, “We’re out 
your way every day! Phone us! 
We'll deliver!” 

Ads which stress delivery ser- 
vice pay off for this firm. 

One customer phoned that she 
wanted to buy some enamel. She 
had three shades in mind, and 
asked that a gallon can of each 
be delivered to her home with 
several brushes. 

The customer quickly selected 
one gallon of paint and one brush 
and paid the driver for them. 


Spot-displays can sell 
more big-ticket lines 


When an Indiana store opened 
its new quarters the firm set up a 
well arranged big-ticket kitchen 
appliance display. A working 
mode! kitchen was used to interest 
customers in big-ticket items. 

A further bid for interest in 
these lines was the use of spot 
displays of these units in several 
different spots in the store. Wher- 
ever customers go they see at 
least one big-ticket appliance near 
where they stand. 


Hardware store invites 
newcomers for a tour 


An Illinois store with a sizable 
display room invites newcomers 
to visit the store for a tour. Asa 
member of the local Newcomers 
Club this firm sends an invitation 
letter to all new residents. 

Newcomers are invited in that 
letter to make a personally es- 
corted tour of the store. A store 
executive takes the new residents 
to all parts of the store and sees 
that they meet members of the 
entire staff. 

These personal touches make 
new residents think of this store 
when they want hardware and re- 
lated lines. These visits often re- 
sult in a request for charge ac- 
count privileges. 
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Self-service selling of 
related items in paint 


Asked what he does to sell re- 
lated items to paint customers in 
his self-service hardware store, a 
mid-west dealer said, “We suggest 
related items at the check-out 
counter. Most customers appre- 
ciate our suggestions that they 
need paint, brushes, sandpaper, 
brush cleaner and other related 
items. 

“When customers start back to 
pick up related items they fre- 
quently select items in other de- 
partments. Many impulse sales 
result from these returns to sec- 
tions previously shopped. 

“After the customer has picked 
up related items from the paint 
departments he often looks more 
carefully at other sections.” 


This display dramatizes 
electric vacuum cleaner 


Do you want to attract more 
traffic into your store for the sale 
of electric vacuum cleaners? 

Here’s a simple way to do it. 

Hardware dealers in all parts 
of the country show a cleaner on 
a section of heavy carpet. One 
half the carpet is spotlessly clean. 
The other has much dust. Old 
though the idea is, it is an eye- 
catcher. 

Use a sign to tell some of the 
features of the cleaner. Show the 
price of that model or the price 
range of all models you sell. 





HARDWARE HUMOR 


; 


“=? 
rm 
rd 


b 


wi 
( 


? 
Al 


(Oz 
Ais 
N= 


I 
i 


Qa, — 
AL 
\s 


ws 
~S 
-— 
=a - 
<= \¢) 





= 




















—— : 
4 
_ ya " 








a 


te™ ()) y) 


G3 





‘Where's the gift exchange depart- 
ment?" 
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SIV aa Hardware 


HARDWARE 


HEADQUARTERS : 


YOUR IMPRINT 
HERE 





New catalog sells hardware 
to your good customers 





You'll want to get this new 32-page booklet into your customers’ 
hands just as fast as possible. 

It’s packed full of pictures and information on hundreds of best- 
selling hardware items. Facts your customers are looking for, in- 
cluding brief descriptions, approximate retail prices and all the 
how-to-apply-it news they'll need. 

New from cover to cover, the catalog lists all the recently-in- 
troduced Stanley items along with the proven standbys. 














You can have 100 catalogs No. 579 for $3.00, 250 for $4.50, 
500 for $6.00, 1000 for $10.00. Imprinting is free! 

Use this catalog to help establish your store as the headquarters 
for quality Stanley hardware. Order a quantity today. Send im- 
printing instructions and check to Stanley Hardware, Division of 
The Stanley. Works, 384 Lake Street, New Britain, Connecticut. 


AMERICA BUILDS BETTER AND LIVES SETTER WITH STANLEY 


STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Staniey Works—hand and electric 
tools + drapery, industrial and builders hardware + door controls + aluminum windows + metal parts + coatings + 
steel and steel strapping—made in 24 Stanley plants in the United States, Canada, England and Germany 









WILLIAMSBURG 


Authentic Colonial 


HARDWARE 
Looks Best... Sells Best! 


A complete line of colonial hardware noted 
for handwork and detail . . . Every pattern 
from 18th Century originals . . . Dull black 
finish . . . Rust and chip resistant . . . Good 
looking and durable. 


Real, authentic Early American hammered 
wrought iron hardware in an unmatched 
combination of quality and price. Same su- 
perior quality and sturdiness as 18th Century 
originals. Sells on sight. Profits are greater 
with Williamsburg’s outstanding line. 


Write for catalog 
Include your jobber’s name 


Mfgrs. Reps. Desirable 
territories open. Write. 


WILLIAMSBURG BLACKSMITHS 


Box 203B — WILLIAMSBURG, MASS. 





WE TELL™ the WORLD 


there are NONE FINER 
Anywhere in the World 


TACKLE BOXES 


and 


PALES ClUY MINNOW BUCKETS 


*k ... and, we tell "em where it counts, in advertise- 
ments in national consumer magazines with a combined 
circulation of almost 10 million copies. This is a 
dealer help that really helps . . . keeping your cus- 
tomers PRE-SOLD on these nationally- 
famous brand names. Place your orders 
TODAY, for bigger profits TOMORROW! tack 





t 
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FALLS CITY DIVISION 
STRATTON & TERSTEGGE CO., INC., 
P. O. BOX 1859, LOUISVILLE, KY. 





“WASHINGTON. 


NEWS 


(Continued from page 10) 





Tax aid for small business 
discussed; no action taken 


Talk of tax relief for small busi- 
ness is growing louder, but con- 
gressional leaders insist no final 
decision has been made as to 
whether any proposals will be pre- 
sented to Congress. 

It appears doubtful, however, 
that small business will receive any 
appreciable relief if any of the 
proposed measures become law. 

The major provisions under con- 
sideration cover such things as 
depreciation of used equipment, 
estate taxes, and tax losses by in- 
vestors in small businesses. 

A proposal that would have cut 
the corporate tax rate from 30 to 
20 percent on earnings under 
$25,000 was defeated. 

It’s understood the administra- 
tion wants any tax cut to cover all 
smal] businesses, not just those 
that are incorporated. But how this 
would be done, if at all, has not 
been revealed. It now appears un- 
likely that an overall tax cut will 
be proposed. 


Dip in new home construction 
forecast by housing official 


The government’s housing boss 
now expects new home construction 
to drop off in 1957. 

Federal Housing Administrator 
Albert M. Cole, who had been pre- 
dicting the start of 1.1 million new 
homes in 1957, recently revised his 
prediction downward. Just how far 
down, he wouldn’t say. 

Mr. Cole said the drop in housing 
construction will take place because 
Congress recently rejected a pro- 
posed boost in the interest rate on 
home loans guaranteed by the Vet- 
erans Administration. The propo- 
sal would have raised the interest 
rate from 4% to 5 percent. 

Mr. Cole contends the boost is 
necessary to spur new home con- 
struction in a tight mortgage 
market. 

(Resume reading on page 11) 
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For shrubs and flower beds at 








SPRAY HEAD, ACTUAL SIZE | 
Push in, turn, self-threading >. | 
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‘Make-your-own’ garden sprinkler L! 
with PUSH- IN spray Neal 
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Nothing like it on the Merchandiser is NOT a kit 






- market. Your customer makes It holds . — of parang 9 — —_ 
o . . customer quickly selects exactly what he needs 
5 his own sprinkler for shrubs for his own individual installation. Contains all 
c . . . flower beds . . . vegetable the fittings and accessories needed for several 
gardens ate? planters ... cold aig at Hae wane and oa ge beds. 
. . ipe is priced and sold separately — comes in 
frames... perimeter watering. 100 ft. and 400 ft. lengths. 
So simple! He buys as much Gates — ee Gates 
Flex-¥lo Pipe as he needs, and simply pushes be gop gag 
in as many sprinkler heads as he wants. Pipe up for this new, fast- 
lays on top of ground—held in place by peek gt —— 
: . . packed market. Jus 
Gates special push down anchor pins. | tol youn whekedadaet 
Gates Flex-Flo Pipe can be cut with a to send you Gates 
pocket knife; is impervious to soil acids; Garden Sprinkler 


won’t corrode; can’t rust — light, flexible, easy -eedongg as Con Your cost $24.95 


to handle. Denver, Colorado. . .. full profit margin 


Gates “=:.. Garden Sprinkler 


HARDWARE AGE, APRIL 25, 1957 127 















MAKE MINE 


aaank 


Linemen, electricians...men who 
know good tools... are satisfied only 
with the best. When it comes to pliers, 


they know the best is Klein’s—famous 


for quality “‘since 1857.” 


For your top customers...those | 
who appreciate the finest in tools... | 
be sure your stock of Klein Pliers is | 


adequate. 


This convenient display 
rests on your counter or 
hengs on the wall. It is 
strong and sturdy and 
carries a selection of the 
most popular Kiein Pliers. 
Furnished FREE when 
ordered with pliers and 
hondies to stock it. See 
your hardware distributor. 


Foreign Distributor 
international Standard Electric Corp., New York 


Mathias KIEIN & Sons 
‘Uetabtinhed 1857 Caco MB 
MeCORMICK ROAD © CHICAGO 4 \ 
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Convention Calendar 


1957 


1958 





conventions 


conferences 








1957 
May 
16-17 National Assn. of Sheet Metal 
Distributors Spring Meeting, Phil- 
adelphia 


June 

2-4 Ace Hardware Corp. 
Convention & Toy Show 

13-15 Texas Hardware Boosters Club & 
Texas Wholesale Hardware Assn. 
Conventions, San Antonio 

18-20 Industrial Supply Convention, San 
Francisco 


Summer 





Convention Check List 


For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 





30 July 4 Secc nd 


wares Show 


International House 


New York 


July 
7-11 National Retail Hardware Assn. 

Congress, Dallas 

National Housewares Exhibit, At 


lantic City 


8-12 


August 
4.7 Gift Show. San Francisco 
11-14 Gift Show, Portland, Ore. 
18-21 Gift Show, Seattle 
25-27 Gift Show, Spokane 











National 


Industrial Supply Convention, June 
18-20, at San Francisco, Calif. At- 
tendance restricted to members. 
Mark Hopkins Hotel headquarters 
for American Supply & Machinery 
Mfrs. Assn.; Fairmont Hotel head- 
quarters for National Southern Dis- 
tributors Assn. and Southern Indus- 
trial Distributors’ Assn. Sponsored 
by ASMMA, W. B. Thomas, Hunter- 
Thomas Associates, 2130 Keith 
Bldg., Cleveland 15, Ohio, business 
manager; NIAD, 1900 Arch St., 
Philadelphia 3, Pa., Robert C. Fern- 
ley, executive secretary; SIDA, 712 
Volunteer Bldg., Atlanta, Ga., E. L. 
Pugh, secretary-treasurer. 


National Assn. of Sheet Metal Dis- 
tributors Spring Meeting, May 16- 
17, at the Warwick Hotel, Philadel- 
phia. Thomas A. Fernley Jr., execu- 
tive secretary, 1900 Arch St., Phila- 
delphia 3, Pa. 


National Housewares Exhibit, July 
8-12, Convention Hall, Atlantic City, 
N. J. Sponsored by the National 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


National Retail Hardware Assn. Con- 
gress, July 7-11, Statler - Hilton 
Hotel, Dallas, Texas. Sponsored by 
National Retail Hardware Assn., 
964 N. Pennsylvania St., Indian- 
apolis 4, Ind. 


Events 


Second International Housewares 
Show, June 30-July 4, at the Coli- 
seum, New York, N. Y. Sponsored 
by Orkin Expositions Management, 
19 W. 44th St., New York 36, N. Y. 


Regional Events 


Ace Hardware Corp. Summer Conven- 
tion & Toy Show, June 2-4, at the 
company warehouse, 2355 S. Blue 
Island Ave., Chicago 8, IIl. 


Gift Shows: San Francisco, Calif., in 
Civic Auditorium, Sheraton-Palace, 
St. Francis and Sir Francis Drake 
Hotels and Western Merchandise 
Mart, Aug. 4-7; Portland, Ore., in 
Portland Public Auditorium and 
Plaza and Benson Hotels, Aug. 11- 
14; Seattle, Wash., in Civic Audi- 
torium, Olympic and New Wash- 
ington Hotels and Terminal Sales 
Building, Aug. 18 - 21; Spokane, 
Wash., in Davenport Hotel, Aug. 
25-27. Western Merchandise Ex- 
hibitors Assn., Kay Leber, show 
manager, 1355 Market St., San 
Francisco 3, Calif. 


State Events 


Texas Wholesale Hardware Assn. and 
Texas Boosters Club Annual Con- 
ventions, June 13-15, San Antonio. 
Howard Weddington, 1327 National 
City Bldg., Dallas 1. 
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HOTTEST procean 


IN "IN HARDWARE 
MERCHANDISING 


a y this sturdy self-service package offers all 


these time-saving, space-saving advantages! 


HANDY, COLORFUL BOX WITH CLEAR ACETATE COVER 
PERMITS CUSTOMER TO SEE AND EXAMINE PRODUCT 


STIMULATES IMPULSE SALES, SAVES CLERK'S TIME... 
MAKES SALES EFFORTS MORE PROFITABLE 


SLIDE COVER IS EASILY REMOVED. STURDY BOX CAN BE 
REUSED ON THE COUNTER... IN THE HOME 


"“SELECT-A-PAKAGING" REQUIRES 60° 
LESS SPACE. INCREASES PROFIT 
PER SQ. FOOT OF SHELF AREA 


THREE-DIMENSIONAL PACK. 
AGE STACKS EVENLY, PRO- 
VIDES NEAT, INVITING DISPLAY 
APPEARANCE AT ALL TIMES 


Write for illustrated Catalog-Price List No. 256. 


A P) LEADER IN HARDWARE MERCHANDISING 


NATIONAL LOCK COMPANY 
Rockford, Illinois 


 - “Y “ne hd, 
Merchant Sales Division Aes eH}. GS 


CABINET NATIONAL BUILDERS SASH CABINET FURNITURE SCREWS 
HARDWARE ‘tela 4) 38 HARDWARE HARDWARE tela 4 CASTERS AND BOLTS 


a 


detain 
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WHAT’S NEW 











@ For more information on these products and services 
use free post card on page 133. 


(Continued from page 15) 
installation needs: straight cap, 
angle cap, rigid link, flexible link, 
and a 3-receptacle outlet. Cable 
Electric Products, Inc. 


For more data circle No. 15 on postcard, p. 133 


Redesigned power saw 


This version of the Wright gaso- 
line-powered, reciprocating blade 





action saw weighs less than 25 lbs 
and has a 20 in. blade. The Wright 
Rebel has a redesigned front as- 
sembly and governor assembly for 
smooth and efficient operation. 
Many safety features are incorpo- 
rated in the saw which sells for 
$189.50. Wright Power Saw Div., 
Thomas Industries. 


For more data circle No. 16 on postcard, p. 133 


Combination bench grinder 


Here is a ball bearing constructed 
combination bench grinder with a 








6 in. grinding wheel and a 6 in. 
wire wheel brush. The new unit is 
for light industrial and home work- 
shop use. Has an overall length of 
11% in., a base of 6% x 6 in. and 
weighs 30 lb. Price of $58 in- 
cludes cord, rubber feet, coarse 
grinding wheel, wire wheel, wheel 
guards, and tool rests. Stanley 
Electric Tools, Div. Stanley Works. 


For more data circle No. 17 on postcard, p. 133 


White ash water ski line 


Water skiing fans will be cus- 
tomers for this line of skis featur- 
ing Comfort-Moulded ski bindings 
and Perma-Bend ski tip construc- 
tion. Other features of the Ski 
Rite line include ski bindings with 
finger tabs and non-chafing heel 
pieces. Eleven models are avail- 
able ranging from $31.95. The Ski 
Rite line also includes aquaplanes, 





discs and accessories for water 
sports. Alva T. Smith Co. 


For more data circle No. 18 on postcard, p. 133 


Low priced drag reels 


Fishing enthusiasts will be cus- 
tomers for these two low-priced 
drag reels. Both reels have free 
spools and Starless drag control. 
These first reels in the new Flash 
series are the No. 932 in 150 yd 
capacity and the No. 939 in 220 
yd capacity of 27 lb test line. Other 
features are syncromesh gears, 








self-lubricating bearings, on-off 
click and nickel plated brass spool. 
Montague-Ocean City Rod & Reel 
Co. 


For more data circle No. 19 on postcard, p. 133 


Aerator with male thread 


Here is a replacement Jet-Aera- 
tor with a male thread to fit new 








style faucets with the large inside 
threads currently being supplied by 
major faucet manufacturers. This 
new Jet-Aerator is available as an 
Impulse-Pak encased in transpar- 
ent plastic and mounted on a card. 
Comes six to a display box. Melard 
Mfg. Corp. 


For more data circle No. 20 on postcard, p. 133 


Two-speed all-chrome fan 

This 2-speed utility fan (shown) 
features a quiet, 18 in. black plas- 
tic balanced blade. The unit is 
powered by a 1/30 hp, 1500 rpm 
Dayton fan motor enclosed in a 
chrome canopy. The all-chrome fan 
has an adjustable swivel mounted 
head. Also available in the Dayton 
line are a 20 in., 3-speed multi- 
purpose fan; 20, 24, and 30 in. belt- 
drive window fans with 1 or 2 
speed motors; and a 24 in. indus- 

(Continued on page 132) 
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Naw 
Budget Priced 


MicKINNEY 
Sliding Door 
Hardware 


This new sliding door hardware by McKinney 
is low in initial cost, economical to install and 
assures long trouble-free service. Recommended 
for doors weighing less than 50 pounds with a 
4’, 5’, 6’ or 8’ opening. Reversible single piece 
hangers for simple installation on 34” and 134” 
doors. Comes in complete sets with aluminum 
(#1080) or zinc plated steel track (#1180), 2 pairs 
of heavy gauge hangers and an adjustable nylon 
floor guide. Backed by McKinney’s 90 years of 
manufacturing know-how in the Builder’s Hard- 
ware field. Write for free illustrated literature. 




















Completely packaged sets with choice of aluminum (#1080) 
or zinc plated steel track (#1180). 


At right: For Extra Quality—The McKinney Universal Sliding Door 
Hanger, in deluxe sets, fits all doors %” to 1%” inclusive. Both 
horizontal and vertical adjustment. Complete sets with choice of steel 
or aluminum track. 





SINCE 1865 


i McKINNEY 









MANUFACTURING COMPANY 


Pittsburgh 33, Pa. 


1715 Liverpool Street °¢ 


in Canada — McKinney -Skilicralt Lid, St. Catharines, Ontario 


New McKinney 
Budget Priced 
Hangers with lubri- 
cation-free nylon 
rollers. Vertical ad- 
justment built in. 














































Illustrating reversible features of new 
Budget Priced Hardware on %” and 134” doors. 
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WHAT'S NEW 











(Continued from page 130) 





trial cooler. Dayton Electric Mfg. 
Co. 


For more data circle No. 21 on postcard, p. 133 


Leather reconditioner 


Anyone who owns an item made 
of leather will be a customer for 























this leather care item. Mel-O-Wax 
cleans, polishes, softens, protects 
and preserves everything made of 
leather. Also effective on plastic 
items such as upholstery. Non- 
greasy Mel-O-Wax comes in a 9 oz 
can with sponge. Retails for 59¢. 
Mel-O-Wazx Products, Inc. 


For more data circle No. 22 on postcard, p. 133 


Non-electric door chimes 


Homeowners and apartment 
dwellers alike will be interested in 
this self contained non-electric 
chime. No wiring, or batteries are 
required to install the chime. To 
operate, the polished brass knocker 
is raised and lowered to produce a 
double-note musical signal. Chime 


132 


attached to the inside of the door 
is ivory enameled. A push-button 
and one-way peephole models are 
also available. Merchandising dis- 
play mounts that permit demon- 





stration are available. National 
Hardware Corp. 


For more data circle No. 23 on postcard, p. 103 


Lightweight '/4 in. tape 

The Executive Thinline is a nar- 
row tape rule with a % in. wide 
blade. This newest addition to the 
Lufkin White Clad series comes 
in 6 and 8 ft lengths. It is a light- 
weight unit about the size of a 
silver dollar which makes it a 








handy pocket tape. Retails at $1.50. 
Lufkin Rule Co. 


For more data circle No. 24 on postcard, p. 133 


Folding steel utility table 


A plastic-to-steel cover and snap 
out legs are key features of this 
new version of the Coleman Pak- 
Table. This folding camp and util- 
ity table doubles as a carrying case 








for four folding stools and other 


gear. The 28 in. square table stands 


26% in. high and folds to a 6 in. 
thickness. Matching stools are of 
steel construction finished in green. 
Complete unit retails for $27.95. 
Coleman Co., Inc. 


For more data circle No. 25 on postcard, p. 133 


Polyethylene diaper pail 
New mothers will be customers 
for this plastic diaper pail with 





the odor sealing lid. This sanitary 
unit is 15 in. tall by 11 in. in diam- 
eter with a 16 qt capacity. The 
cadmium-plated bail has a molded 
grip. The handy container, also use- 
able for other purposes, comes in 
yellow, pink and turquoise. It re- 
tails for $3.98. Plas-Tex Corp. 


For more data circle No. 26 on postcard, p. 133 


Dinnerware storage racks 


hese two handy storage racks 
are made of vinyl covered wire 
which protects dinnerware from 
chipping. The coating won’t soften, 
chip, or discolor. The cup and 
saucer rack (shown, left) holds 
eight cups and saucers and retails 
at $2.59. Plate rack ‘(right) holds 
eight each of dinner, luncheon, 
bread and butter plates. Sells for 


(Continued on page 136) 
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Be sure to write name 


and address on post card. 


Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 


“_—— — << ii i ee se ee CO 





FIRST CLASS 
PERMIT NO. 36 
(Sec. 344.9 P.L.GR.) 
New York, N. Y. 








BUSINESS REPLY CARD 


No postage necessary if mailed in the United States 





POSTAGE WILL BE PAID &8BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 


Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 4/25/87 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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Here is Your Quick Check Card 


What it is... How it works 


Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the “What's New’ columns. You get more of these in 
HARDWARE AGE than in any other magazine. 





When you want more free information on any of these products, simply 
mark a circle around the same number on the post card as appears 
under the individual item description. 


Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information | 
will be sent you on each item. 


Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 
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Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 4/25/57 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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ie | 
A big help for busy deol- 
ers. Use this card for free 


information on new prod- 
ucts described in this issue. 
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No postage necessary if mailed in the United States 








POSTAGE WiLL BE PAID 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 
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Please use this P.O. 
Box Address for Quick 
Check Cards Only 


ATT 
















New hardware 
creations by 


5 
Y 


UMLO FM 


Here are fresh ideas and designs that will interest the 
modern home owner. The new products here illustrated 
have been added to the extensive National line to meet 
today’s demand of styie conscious home builders. 


Smart new contours have been designed for these Semi- 
Concealed Hinges and Pulls. Sparkling finishes applied to 
the hardware enhance their installation and are easy to 
keep clean. 


The No. 712 Magnetic Catch illustrated at right has flush 
strike mounted on door eliminating unsightly projections. 


Permanent magnet has approximately 14 pound holding 
power. 


Many of our products are now sold in the attractive 


Visual Pack, where you see all the actual merchandise 
at a glance. Strong polyethylene bags protect the hard- 
ware finishes from injury and prevent loss of any of 
the component parts. 











sips 2 
ere ee a ~ 
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No. 461B% No. 461D'4 
Semi Concealed Hinges 
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WHAT'S NEW 











@ For more information on these products and services 
use free post card on page 133. 


(Continued from page 132) 





$2.59. Both racks come in pink and 
white. Artwire Creations Inc. 


For more data circle No. 27 on postcard, p. 133 


White ash water ski line 


Water sport enthusiasts will be 
customers for this line of water 





skis made of white ash wood. Called 
Surf Ryders, the line includes 
models for beginners and cham- 
pions. There are outboard, inboard, 
Slalom, tapered and short Hot 
Rodder models in the line. Waltco 
Products, Inc. 


For more data circle No. 28 on postcard, p. 133 


Powdered steel compound 


Your homeowner customers will 
find many uses around the house 
for Devcon, a powdered steel com- 
pound. Compound is made up of 
powdered steel and plastic mixed 
with a hardening agent. Can be 


used to mend nearly anything made 





136 


of metal, wood, plastic, glass, por- 
celain or concrete. Compound is 
pliable, non-shrinking, non-expand- 
ing, and can be sawed, ground, 





drilled or painted. Home kit retails 
for $1.98. Devcon Corp. 


For more data circle No. 29 on postcard, p. 133 


Fur carpeted luxury scale 


Lovers of luxury will be inter- 
ested in this glamour scale which 
is carpeted in Borg deep pile fabric 
of orlon and nylon. The carpet is 
stain resistant and cleans with de- 
tergent. Comes in pink, blue, gray 
and white with a chrome case. Re- 





$19.95. 


tails for Borg-Erickson 
Corp. 


For more data circle No. 30 on postcard, p. 133 


Heavy-duty riding mower 


This moderately priced riding 
mower will interest owners of 
large lawns. The heavy-duty model 
has a 22 in. reel and is equipped 








with a 2% hp, 4-cycle Briggs & 
Stratton engine. Features include 
grease fittings throughout the unit 
(grease gun comes free with each 
mower), cutting adjustment at 
wheels up to 3 in., and an auto- 
matic clutch. G. W. Davis Corp. 


For more data circle No. 31 on postcard, p. 133 


Plastic window shade pull 


Tidy housewives will be inter- 
ested in this plastic shade pull that 


Dress up your Window Shades with 





from 


protects shades smudges, 
tears, and frayed edges. The pull 
slides over the shade stick. Each 
pull is mounted on a card to mer- 
chandise from counter or bin. 
Colors available are crystal, ecru, 
dark green, and pink. Ru-Son 
Products Co. 


For more data circle No. 32 on postcard, p. 133 


Wheelbarrow power sprayers 


Owners of estates, nurseries and 
farms will be customers for this 
line of Defender wheelbarrow-type 
power sprayers. Sprayers are gaso- 
line powered. Piston pump dis- 
charges up to 2% gal per minute 
at any pressure from 20 to 250 Ib. 
Pump has spring-loaded valves with 
nylon seats and disks. All models 
have pressure gage. Tanks have 


(Continued on page 138) 
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¢ The only “Do-it-Yourself” Permanent-Multiple-Electric Outlet system. Opens up oa 
SNAPIT later bik fresh new volume market for big profits. 


: . 
SNAPIT WOM) Starts from any wall outlet — links together to place extra outlets where needed. 


‘do-it-yourself’ 
ema Unter link 


«oe a a> 
ema vferliink 




















Requires no special tools. Fastens to wall or baseboard in minutes. The flexible link 
goes around corners, pipes or doors. 











Eliminate the dangers from frayed and dangling extension cords. Has two 
No. 12 conductors — rated 15A. - 125V. Listed by Underwriters’ Laboratories, Inc. 













UNITS OF THE “INTER-LINK” LINE 











NEEL te NN et 

















FLEXIBLE LINK 


on ern ee SEE RRP TO 
ss ee kc a ee 2 
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ANGLE CAP 





Inter-Link can be used any- 
where —compact and modern 
— made of lustrous high-im- 
pact ivory plastic and can 
be painted.| 








JUST START 
FROM ANY 
WALL OUTLET 


Q\ Listed by 
_ UNDERWRITERS’ 
LABORATORIES, 


INC. 








FRE L © 3 colortul metal counter display merchandiser. 
Contact your distributor or write to us for Brochure “L”. 

















CABLE ELECTRIC PRODUCTS, INC., PROVIDENCE 7, R. I. 
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ACCLAIMED FOR 
PERFORMANCE! 
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RESISTANT . . 


high humidity! 


Latch Sales. 


TAYLOR LOCK COMPANY 
PHILADELPHIA 32, PA. 
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TAYLOR 


Taylor’s new Nylon-Zytel cylinder plug, developed through 
DuPont, plus a revolutionary new pin tumbler cylinder, prove its 
toughness AND sales appeal in Taylor All-Weather Night Latches! 


AVAILABLE ONLY IN TAYLOR NIGHT LATCHES NO. 803 






And why shouldn’t it? It’s 
LESS EXPENSIVE than all- 
brass latches, yet outwears 
and outperforms them? It’s 
CORROSION and RUST 
. Maintains 
BRIGHT FINISH .. 
SELF-LUBRICATING ... 
and GUARANTEED to op- 
erate in any weather—rain, 
snow, hot or cold, frost or 


. it’s 


The new Taylor Nylon-Zytel 
cylinder plug is available only in 
Taylor’s new All-Weather Night 
Latch, No. 803. This is the 
Night Latch with modern de- 
sign and square base, plus pat- 
ented weatherproof construction 
and simplified operation. Attrac- 
tively packaged, it’s another 
fast-selling Taylor Lock product! 
No. 803 All-Weather Night 
Latch, packed in the beautiful 
Vue-Pack to increase your Night 


KEEP YOUR evexy TAYLOR LOCK 


Menufacturers of Night Latches, Padlocks, Door Knobs, Key Blanks and Builders’ Hardware since 1922 








WHAT'S NEW 











@ For more information 
on these products and 
services use free post 
card on page 133. 





(Continued from page 136) 





17% gal capacity. Three models 
are available. H. D. Hudson Mfg. 
Co. 


For more data circle No. 33 on postcard, p. 133 


Clear natural wood finish 

A hand-rubbed finish for natural 
wood interiors is claimed to be 
gotten with clear-finish Resin “X”’ 
Clear Satin Fabuloy. A finish coat 





of this product dries to a soft 
sheen to simulate hand polishing. 
This finish resists soaps, alkalies, 
water, and alcohol stains. Pierce & 
Stevens Chemical Corp. 


For more data circle No. 34 on postcard, p. 133 


Battery drive child's car 

The younger set will be inter- 
ested in “Electro-Trac,” an electri- 
eally-driven child’s tractor. A 1/7th 
hp electric motor and 12-volt stor- 
age battery supply power in for- 
ward and reverse for speeds up to 

(Continued on page 140) 
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“A Good Line to Handle” 


GRIFFIN 


HINGES 












Cat. #BB197 
Template Butts, Button Tips 
with permanently attached Bearings 


ee 


| 


Builder’s Special 
Cat. #540 


Wrought Steel Butts 
Cat. #R240 


You'll find the trade saying “Let’s handle 
Griffin Hardware because Griffin gives good 
service, they back up their products, they 
never cut their quality . .. and most im- 
portant the customers like the products.”’ 


Display them and you'll sell them—Griffin 
Hinges ... order by the carton... in any 
selections your customers want. 


NEW VISIPAKS—Order by the 


carton of individual carded items. 


GRIFFIN’ 


“since 1899” 
MANUFACTURING CO. ERIE, PA. 
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new! 
Wreedy raver 


feakeodol ar 
PAINT SPRAYERS 


NO. 909—MOBILE KIT. New! Makes 
any 890 Speedy Sprayer a mobile out- 
fit! Handle, 6” diam. semi-pneumatic 
rubber tire wheels, plus mounting bolts. 


NO. 890—'% H.P. SPRAYER. Favorite 
of do-it-yourself men and shop owners. 
Delivers 2 cu. ft. of clean, oil-free air per 
minute, 30-40 Ibs. pressure. Never needs 
oiling. Complete with spray gun. Without 
motor and mobile kit, retails... $39.95 


ADVERTISED 
IN 


PosT 





NO. 544 MOBILE SPRAY OUTFIT 
New! Powerful Master Twin Speedy 
Sprayer on wheels. No job too big! 4 cu. 
ft. of clean, oil-free air at 40 Ibs. pres- 
sure. 2 h.p. motor, or engine. With wheels, 
gun, less motor, retail......... $84.50 







W. R. BROWN CORP. 
































line blow torch priced at $9.95. The 


& torch features a large _ bronze 
burner which provides an extra 
large flame. The bronze steel tank 


has a one quart fuel capacity. Twr- 
ner Brass Works. 








For more data circle No. 38 on postcard, p. 133 


® For more information on these products and services 
use free post card on page 133. 


Power machine tool guard 


(Continued from page 188) ° sae level —S _— Owners of a DeWalt Power Shop 

3 mph. A built-in safety switch  crometer eee Sere ae ‘aaa. will be customers for this multi- 
eliminates hazards. Battery oper- Comes with a stiff leg white ash 
ates five hours, and may be re- tripod with steel points, plumb bob 
and manual. C. L. Berger & Sons, 


Ine. 


For more data circle No. 36 on postcard, p. 133 


Hedge trimmer attachment 


This hedge trimmer attachment 
is designed for use with 4 in. or 
larger electric drills. The special 
Lock-Cut blade catches and holds 
branches until cut. Other features 
are an improved bevel pinion gear 





purpose tool guard. The guard is 
used for all operations where the 
motor is placed in a vertical or near 
vertical position. It replaces the 
standard guard used for horizontal 


charged with standard automotive 
battery recharger. There are five 
models in this tractor line. Other 
new items in the AMF 1957 line 
include “sports car” styled Road- motor positions. The guard com- 
master Flying Falcon and Shelby - pletely surrounds moving parts of 
Flying Eagle bicycles. Each type >. the tool. ‘Retails for $11.95. De- 
comes in six styles in 26, 24, and eS Walt Inc. 

20 in. sizes. American Machine & = 
Foundry Co. 
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Household serving carts 
Multi-purpose dumpy level and cam action, lightweight (3 Ib), 


Farmers and those in the build- and insulated, shock-proof side 
ing trades will be customers for grip. Central Stamping & Mfg. Co. 
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The home hostess will be inter- 
ested in these four Cosco serving 

















Low priced gasoline torch 

Both the home owner and the 
professional maintenance man will 
be a customer for this quality gaso- 






: 










carts. All models are made of steel 
and are 29% in. high, 17% in. wide 
and 27 in. long, on casters. One 
model (shown) has chromium legs 
and rails with Coscoat finish 
shelves in blond or charcoal. A 


(Continued on page 142) 








this low-cost dumpy level that re- 
tails for $49.95. It is designed for 
day to day use in grading, fence 
aligning, and so on. The 10-power 
erecting telescope shows the target 
right side up and is focused by a 
rack and pinion adjustment. It has 














140 HARDWARE AGE, APRIL 25, 1957 








TRANSPARENT ZIP KIT! 


What a kit to own, and what a gift idea! Fits hip pocket, 
tool box, glove compartment—any 4"x8!/2" space! Clear 
plastic side shows off the quality XCELITE tools inside — 
you can't beat it for a ready-made display. And that handy 
zipper is another catching XCELITE idea. 

This CK-20 kit contains the big, husky XCELITE handle with 


these quick-change precision-pointed blades: 
No. 1 Phillips and No. 2 Phillips and 
3/16"" regular screwdriver V4"" regular screwdriver 


Combination handle is also a 7/16" nut driver! Write today 
for prices and details! 


XCELITE, INCORPORATED 


Box G 
Orchard Park, N. Y. 


in Canada: 

Charles W. Polnten Ltd. 
6 Aleina Avenue 
Toronto, Ontario 





‘Beole) @ie 











SERVICE SHARES 





Patterns are available for practically all 
plows, listers, middlebreakers in No. 1 soft 
center or No. 2 crucible steel of the highest 
quality obtainable. Also, we are now pro- 
ducing a new line of Star Blade-Type Plow 
Shares —in regular and short patterns — * 
made from solid steel, rolled to our own 
strict specifications, and automatically heat 
treated for maximum strength and wearing 
qualities. You'll want complete details now. 


FULLY GUARANTEED 
AS TO QUALITY, FIT AND FINISH 
__ STAR MANUFACTURING COMPANY 


DIVISION OF ILLINOIS IRON & BOLT CO. 
CARPENTERSVILLE, ILLINOIS, U.S. A. (EST. 1873) 
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Handy Efficient Tool 


Homes and Shops Need 

















with reamer 
et ESS | tet opens 
Tubing Cutter eck eife 


With new fold-in reamer to protect his hands and 
pocket, this compact, easy-cutting, tough little 
tubing cutter gives much the most for his money. 
It cuts copper, brass, aluminum tubing and thin- 
wall conduit fast, almost no burr... reamer’s 
handy when needed. Display it and he can’t 
resist it—order from your Wholesaler today! 





The Ridge Tool Company, Elyria, Ohio, U.S.A. 



















WHAT'S NEW 











® For more information on these products and services 
use free post card on page 133. 


(Continued from page 140) 
second model has ebony enamel legs 
and rails, shelves in white. The 
third has brass-colored enameled 
legs and rails with shelves in white 
or Coscoat charcoal. The last model 
is entirely finished in brass-colored 
enamel with embossed shelves. All 
models have oval shaped shelves 
and retail for $18.95 (higher in the 
west). Hamilton Mfg. Corp. 


For more data circle No. 40 on postcard, p. 133 


Wallpaper trimming knife 
The Paper-Strate wallpaper knife 
is a lightweight plastic tool with a 








steel blade which neatly trims wall- 
paper at baseboard, ceiling, win- 
dows and doors. The knife comes 
in a plastic blister pack with five 
blades and is pre-priced at $1.49. 
A deal is available that includes 12 


Paper Strate knives and a wire dis- 
play stand free of extra cost. Rus- 


sell Harrington Cutlery Co. 
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Bulkless water safety belt 


Dealers who have water-sports 
minded customers will 
they have a traffic item in this new 
water safety belt. The Swin-n-ski 
belt offers safety and balance 
bouyancy “fore” and “aft” for all 
water sports that call for freedom 
of arm and body movement. Belt 
does not replace pleasure-boat life 
preservers, but is designed for ac- 
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find that 


tomers for the Pipemaster 1-T cut- 





tion in the water. It is helpful in 
teaching swimming, and for extra 
precaution for hunters and fisher- 
men. Red Head Brand Co. 
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Plastic bread and pastry box 


Housewives will be interested in 
this compact bread and pastry box 
that fits between shelves or in tight 
areas. Double drawer construction 
permits the removal of either the 
bread or pastry tray for use else- 
where. The pastry drawer will hold 
a 9 in. pie and the bread compart- 
ment holds 2 large loaves with ex- 


























tra space to spare. Comes in lemon, 
orange, pink and turquoise. Retails 
for $9.95. Blisscraft of Hollywood. 
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Cutter for tubing, conduit 
Small contractors will be cus- 








ter for non-ferrous and plastic 
tubing and thin wall conduit. Unit 
will cut materials of from % to 
11%-in. diameter so that all cuts are 
straight and smooth without dis- 
torting the tubing. Safety pivoted 
reamer swings out of the way when 
not in use. Erie Tool Works. 
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Livestock watering bowls 


Farmers will be interested in 
this useful bowl which can be used 





to convert any drum, barrel or tank 
into a multi-purpose waterer to 
serve livestock The detachable 
bowls are divided into 2 cups filled 
by gravity and controlled by a valve 
and adjustable brass float. The 14 
x 7 x 5 in. units are designed to 
accommodate gravity and pressure 
systems. Oakes Mfg. Co. 
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Plastic cove base adhesive 


Roltite cove base adhesive allows 
permanent bonding of vinyl, rub- 
ber and asphalt cove base to plas- 
ter, plaster-board, wood, concrete, 
ceramic tile and other surfaces. 
The soft mastic adhesive forms a 
strong plastic bond that will not 
stain and has low shrinkage. One 


(Continued on page 145) 
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MEET MERCHIE! ...who sings his song of sales 
a (to the tune of “Little Brown Jug”) 


MR. TOOL MERCHANDISER HIMSELF 













_—; "i — —_—_ 
< - “Set me up where I'll be seen... * . 
: Keep me stocked and priced and clean... \ 
I'll bring you impulse sales galore... ©“ Z 


And help your daily profits soar. ¢ 
7 De of 
oo "= “SS ——_— 


Me 
a7 
"saan euae 2 * 


It’s just good business to put “Merchie,” 

your PROTO Tool Merchandiser where he will get 
you more of those plus-profit “impulse” sales. 
Proto is the prestige quality line, known the 
nation over. It’s in demand! And remember, 
PROTO Tools pay you higher profits per sale 
than many items you stock. So—let “Merchie” 
make extra sales, higher profits —for you! 


HOW TO GET EVEN FASTER TURNOVER FOR INCREASED 
PROFITS... and qualify for Mystery Shopper Contest prizes! 





SET UP IN EASY-TO-REACH 2 
1 LOCATION AVOID EMPTY HOOKS 














He may visit you 
any day, now... 


THE MYSTERY 
SHOPPER 
MARK CURRENT PRICES 
Uont miss out. Follow the 1-2-3-4 EXTRA $$$ PLAINLY 
lions (described at the right). Ther you : 


a Ff; ch le nf allar« ; 
ine tor a share of hundreds of dollars in 
merchandise prizes to be awarded 







2209 Santa Fe Avenue, 
Los Angeles 54, California 
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Step up your Power Tool! Sales 
with this 


gift idea for 
FATHER’S DAY! 


Power packed Weller 
Sanders have been 
pre-sold for you in 
leading magazines 


- COMPLETE. 
SANDING KIT te 


Advertising in Life, Post, Better 
Homes and Gardens, Popular 
Mechanics, Popular Science, and 
Mechanix Illustrated, along with the 
fine performance of Weller Sanders, 
has resulted in tremendous con- 
sumer acceptance. And now Weller 
does even more to increase sander 
sales with this Complete Electric 
Powered Sanding Kit. Promote it 
in your store for Father’s Day. 


Order the new Weller Sanding Kit Model 700K from your wholesaler now 
WELLER ELECTRIC CORP. / 601 stone's croning Reed, Eoston, Po 
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WHAT'S NEW 








® For more information on these products and services 
use free post card on page 133. 


(Continued from page 142) 





gallon of the material covers about 
300 lineal feet of 4 in. cove base. 
Midcontinent Adhesive Co. 


For more data circle No. 46 on postcard, p. 133 


Balloon-powered sailboat 
Youngsters will go for this ac- 
tion packed balloon powered sail- 
boat. The balloons come packed in 
a sleeve package that is easily 
transformed into a sailboat. The 





boat is propelled through water by 
air escaping from an inflated bal- 
loon. Pioneer Rubber Co. 
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Redesigned battery base 


The battery base of the Burgess 
Radar-Lamp now comes in a new 
design available in two colors to 
fit either contemporary or tradi- 
tional decor. This overall pattern 
of small circles comes in terra cotta 
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or gray backgrounds. Radar-Lamp 
light head comes in chrome or 
copper. The complete unit sells for 





$8.95. Battery in either color sells 
for $2.45. Burgess Battery Co. 


For more data circle Ne. 48 on postcard, p. 133 


Plank-style floor covering 


Homeowners and store owners 
will be interested in these solid 
vinyl plank-style tiles of teak wood 
tones. Tiles measure 4 x 36 in. and 
have the appearance of hardwood 
and the resiliency of tile. Tile re- 
sists most household liquids such 
as grease and cooking oils and is 
easy to clean. Tile is also available 
in 9 x 9 in. sizes. Kentile, Ine. 
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Flexible tubing fitting 
Here is a handy fitting for instal- 
lation in all types of flexible tubing 





(Continued on page 146) 
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ANOTHER 






































WITH TREMENDOUS 
HOLDING POWER 


Never before has there been a ma- 
chine bolt expansion shield designed 
with such tremendous holding power. 


@ IMPROVED EXPANSION DESIGN 


Provides a firm, all ‘round even 
pressure throughout the depth of 
the hole. 


@ HIGH TENSILE ZINC 


Provides the tough, extra strength 
required for the tremendous hold- 
ing power pressure. 


@ WIDE RANGE OF SIZES 
“TY-TONS” are furnished in short 


and long lengths for various ma- 
chine bolt diameters. 
We are proud to add 
the new “TY-TON” to our 
complete line of ma- 
sonry anchors, fast- 
eners, drills and 


allied products. . INDUSTRY’S 
MOST 


-COMPLETE 


LINE 
U. S$. E. Products are sold through 
recognized jobbers only. 
STOCKPOINTS IN PRINCIPAL 
CITIES FOR FAST SERVICE. 





MASOMRY ANCHORING, FASTENING. DRILLING AND ALLIED PRODUCTS 


U. S. EXPANSION BOLT CO. 
YORK, PA. DEPT. HA-4 
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EW WRENCH A 
CS WITH THE “INNER GRIP 
















WRENCHES 


-+- GRIP and DRIVE ALL 
HEX HOLLOW-HEAD 
SET SCREWS AND 
CAP SCREWS! 


NO FUMBLING 
NO DROPPING 



















OVER 200 TYPES AND SIZES IN STOCK 


5 MANUFACTURED EXCLUSIVELY BY 


STEVENS WALDEN Inc. 
462 SHREWSBURY STREET 
WORCESTER. MASSACHUSETI! 








commmatntt VISES 


Stationary Jaw, Swivel Base 






































This vise is made in jaw widths 32", 42", 5" and 6". The toughest, 
heaviest combination vise made. 


Mold-welded jaws of hardened tool steel. Replaceable pipe grips do 
— project beyond the face of vise jaws. Positive Athol locking swivel 
ase. 


tie tea your wholesaler by catalog numbers 32312, 3242, 325 
an 


STRENGTH WHERE STRENGTH IS NEEDED 


MACHINE & FOUNDRY COMPANY 
ATHOL, MASSACHUSETTS 




















WHAT’S NEW 





@ For more information 
on these products and 
services use free post 
card on page 133. 
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which requires no welding, special 
adhesives or threading. The spe- 
cial fitting does not reduce the in- 
side diameter or flow and installa- 
tion is mechanical. Fittings for a 
wide range of applications are avail- 
able. Danielson Mfg. Co. 


For more data circle No. 50 on postcard, p. 133 


Trash incinerator for homes 


Homeowners will be interested in 
the improved model of the Hydrox- 
o-lator, which burns dry household 





trash without smoke, air pollution 
and fire hazards. Unit features 
triple chamber construction and 
round design to permit even ex- 
pansion of the metal. Unit is made 
of aluminized steel and comes in 5, 
10, 15 and 30 bushel capacity 
models. Outdoor Oven Fireplace 
Co. Div., Silent Glow Oil Burner 
Corp. 


For more data circle No. 51 on postcard, p. 133 


Mail box line goes modern 


City and suburban dealers will 
be interested in these modern mail 
boxes. Contemporary mail boxes 
come in black or white finish on 
heavy gage steel, with brass trim. 
There are four models: No. 704 
(center and upper left), more than 
17 in. long, retails at $8.95; No. 
706 (upper right), is 17% in. tall, 





retails for $6.95; No. 703 (lower 
right), is more than 16 in. long, 
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een 





wah eenne 


—-o- 


705 is 


and No. 
more than 13 in. tall, lists for $4.95. 
Griswold Mfg. Co. 
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retails for $5.95; 


Versatile decorator trays 

These Civil War trays (shown) 
are useful for serving purposes as 
well as attractive enough to be 
used as wall decorations. A similar 
gold, silver and black rectangular 
tray pictures Confederate money. | 
Another shows a map locating im- 








portant battles and the division of 
the states. Retail for $1. Mason- 
ware Co. 


For more data circle No. 53 on postcard, p. 133 


Holder for fishing rod 


Your fishermen customers will be 
interested in this fishing rod hold- 
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TN | 
NESTS 


FAMOUS TRI PLE TEST STEEL 


"PENN STATE SAWS 


PENNSYLVANIA SAW 
CORPORATION 


OFFICES NEWARK, N.J. 





FACTORY YORK, PENNA. 





There are 


in 

the PAINE line 
of Hanging 

and Fastening 
Devices: 


you time, 
















“Spring-Wing”’ 


TOGGLE BOLTS 


threads 
factory 
tested heads assembled 
to bolts — ready 
zine plated — to use 


rust-proof 





time saving 
hold-clamp 
in every 

package 








Paine's spring- 
wing action 


never fails 99 sizes — types 


EASY TO USE 
DO THE JOB RIGHT 
SAVE TIME AND LABOR 


when you work with hollow walls 


ceilings 


relate 


Send for Catalo 


Paine s \ mpoliete Lii 


THE PAINE COMPANY, 5 Westgate Road, Addison, Illinois 
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comes apart so it can fit inside 
tackle box. Unit is finished in red 
and yellow. Simonsen Iron Works, 
Inc. 


For more data circle No. 54 on postcard, p. 133 


WHAT'S NEW 


@ For more information 
on these products and 
services use free post 
card on page 133. 





Insulated beverage server 


Here is a handy beverage server 
for home or office. Thermo Serv 
has a streamlined design and is 


er, No. 10 Simo Katchmaster. Hold- 
er has a metal stake for use on 


land and a clamp for use on the side made of Bakelite materials. A spe- 
of a boat, boat seat or dock while cial opening permits use of stand- 


fisherman eats or smokes. Holder end.clns ice cthes Tet iastant drinks can be mixed in the unit. 


Comes in coppertone, green and 
yellow all with black trim for $9.95. 
A complete gift set of server, black 


. tray and two 6 oz tumblers is avail- 
Now i able for $12.95. N. F. C. Engineer- 
sits ing Co. 


.. the Prettrest Picture of the Year! 


all-new 


CORONET 
sate 
COOLER 





Aluminum snow sliding toy 
Youngsters will go for this snow 

toy that combines the features of 

a sled and a toboggan. The sliding 


Giving you more to sell 
than ever before! 


MORE COLORFUL BEAUTY 


In cool green accented with regal gold... with jewel-like control panel. 


MORE OPERATING CONVENIENCE 


New pushbutton control panel on the two-speed models puts any range 
of comfort at the fingertips..new dial-like damper control on one- 
speed models. 


MORE COOLING ABILITY 


New Slip-Stream louvers, couched on rubber, step up cooling ability .. 


toy is aluminum with a plywood 
seat and has a channeled design for 
sturdiness. Fore and aft body sec- 
tions are coupled by a ball joint. 
Overall length of the Mirro Sno 


give wider angle of air direction... reduce turbulence .. operate whis- 
per-quiet. New “wide-open” interior construction gives freer flow of 
air and water, greater cooling capacity. Finer, more efficient water 
distribution system. New, fast, simple casement window installation. 


MORE DURABILITY AND LONG LIFE 


New, exclusive Integrip interior finish gives maximum protection 
against corrosion and rust. New plastic interior fittings for all parts 
in contact with water. 


MORE TO SELL pilus MORE SALES ACCEPTANCE equals MORE PROFITS FOR YOU with 
the all-new Dearborn Coronet Air Cooler. If your Dearborn representative hasn't got 
around to you yet..call or write us now for more information. 


“Dallan- wise... its 


~ Dearborn’ 


DEARBORN 


STOVE COMPANY 
1700 W. Commerce 
Dallas, Texas 





Bronco is 43 in., width is 9 in. Re- 
tails for $12.95. Aluminum Goods 
Mfg. Co. 


For more data circle Ne. 56 on postcard, p. 133 


Versatile electric opener 


The home can opener is the latest 
kitchen appliance to be electrified. 
This model will also help the sales 
of dealers who supply restaurants 
and cocktail lounges. Bought as an 
attachment to the Oster electric 
meat grinder, the can opener head 
retails at $9.95. The motor base 
with meat grinder head retails at 

(Continued on page 151) 
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BEFORE 


if : "a 
| * 
° 


J 


Cc 


i.) | WESLOCK’S MODERNIZERo A 
A i : No. 88 for 800 series DeLuxe WESLOCKS ri\ 
No. 55 for all other WESLOCKS 























IT’S NEW! 

€ MODERNIZE IN MINUTES a 

with WESLOCK’S MODERNIZER 
A COMPLETE REMODELING KIT 


to replace out-of-style mortise locks 
with Modern WESLOCK styling. 


DN: + 'ssGektihh eae a anyone can do it. 
Ct ie gi em ers ae takes just minutes. 
Ee ss a Rana no filling or painting. 
BEAUTIFUL........ just as you see it here. 


AND...IT’S ECONOMICAL 
Available in all standard finishes. 


If your dealer or distributor cannot supply 
WESLOCK’S MODERNIZERS, 
write us direct for prompt information. 


L—3"—4 L— 3°—s 





















© a 




















.2 





r 
FRONT TRIM 











BACK TRIM 





se } 


° ° 





6% 








Lo 


ADJUSTABLE 
STRIKE PLATE 








© 
fu 
LATCH PLATE rye MW Seen \\) (an 
WESTERN LOCH WEG. 'CO. “The Style Lea 
Manufacturers of Weslock Residential Locksets and Builders Hardware 


GENERAL OFFICES: 211 N. MADISON AVE., LOS ANGELES 4, CALIFORNIA + FACTORY: HUNTINGTON PARK 
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With a full line of @ eight fans 


ATVIN 





sets you up for 
cool profits from hot weather 









































Two new integral-unit fans with expandable ie 


Arvin 20” Window Exhaust Fan with panels that expand to fit any double-hung 
frame sash from 27’ to 3614" wide. Provides powerful, big-area cooling at remark- 
ably low cost. Two-speed operation from on-off switch, weg. se dbae wer Sie ba in 
finger-safe grille. Six-pole weatherproof induction type vesgere Loa igen 


.e $ 
anced 20’ blades with rubber-mounted steel hubs insure whisper-soft yneey 
Even the colors are cool— antique white, with, samiiae theo dam biabik Wighe doet 
rubber-covered cord. 


Arvin 20” Reversible Window Fan, with panels; integral-unit type with super powerful 3-speed, = $4995 





weatherproof induction motor that reverses electrically for intake or exhaust, Here’s a prime value 
leader made to famous Arvin quality standards, with all the superior features that insure maximum 
power with wide comfort range, and the ultimate in economical, quiet operation. Model 7849 ...+++++, 





Arvin 20” portable window fans: $3995-$5295-$6495-$6995 
Also 14” models *29°5 and $3295, ALL GUARANTEED 5 YEARS 


& 
Electronics and Appliances Division Arvin INDUSTRIES, Imc., Columbus, Indiana 


Manufecturers aise of Arvin Home Radios, Portable Electric Heaters, Lectric Cook, Automobile Heaters, 
Outdoor Furniture, All-metal Ironing Tables and ‘“‘Charky”’ Outdoor Grills. 
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WHAT’S NEW 


(Continued from page 148) 








$49.95. Ice-crushed attachment 
lists for $12.95. The electric can 
opener opens all sizes and shapes of 
cans, including dented cans and odd 
shapes such as sardine cans. John 
Oster Mfg. Co. 


For more data circle No. 57 on postcard, p. 133 


Streamlined deluxe sled 

Parents and children alike will 
be customers for this modern de- 
sign sled. This deluxe sled is made 





of hardwood and spring steel and 
is finished in gold, black and white 
baked enamel, with black rubber 
handgrips. The sled comes in three 
models, 44, 48 and 54 in. sizes. A 
color catalog and flyer are avail- 
able. Paris Mfg. Co. 


For more data circle No. 58 on postcard, p. 133 


4 household alarm clocks 


Four new models have been 
added to this manufacturer’s line 
of spring wound alarm clocks. 
These include the Venus-Mark II 
(illustrated), Apollo-Mark II, Con- 
querer, and Gabriel, a_two-bell 
model. Venus-Mark II model has 
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baked enamel finish metal case, em- 
bossed polished brass numerals and 
ivory background. Lux Clock Mfg. 
Co. 


For more data circle No. 59 on postcard, p. 133 


(Resume reading on page 15) 


TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 





(Continued from page 16) 
tell the many uses to which the 
product can be put. Package is 
designed for self-service selling. 
Philplug is a blend of asbestos and 
cementatious powders which, when 
moistened with water and inserted 
in holes in walls, anchors screws 
permanently. New England Car- 
bide Tool Co., Ine. 
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Gift wrap floor displays 


Here are two Christmas gift 
wrap floor displays for self-service 
merchandising. Both units contain 
Sasheen ribbons and gift wrap 
papers, Decorette ribbons, assorted 
tags and seals, and Scotch cello- 
phane tape. The largest unit is 
33% in. wide x 26% in. deep x 





(Continued on page 152) 


























stock the 


WONDER HORSE 


early... 












~~ 


and gallop to 
year-round 
profits 


Pictured Above 


THE WONDER HORSE DELUXE 


Model #20 (Metal Base) 
Model #21 (Wood Base) 
Ages !-7 + $29.95 Retail + Patented 












THE 
WONDER 
MARE 
‘ Patented 
Model #40 (Metal Base} 
Model #41 (Wood Base) 
Ages |-7+ $19.95 Retail 
sis, 
a. 
[ 
| — THE 
WONDER 
HORSE 
REGULAR 
Patented Model #10 + Ages 1-7 
$14.95* Retail 
} 
THE . 
WONDER 
PONY 
Model #30 Ages |-3 


$10.95* Retail + Patented 
*Slightly higher Far West and Northeast 


Workmanship and material guaranteed 6 mo. 


#9), 


\wE 
\ \ ~ 


Look for the trademark 


(XAT PRO 


MANUFA 





~TURERS . COLLIERVILLE 





BOMMER 


INDUSTRIAL CLAMP-FLANGE DOUBLE- 
) ACTING SPRING HINGE, No. 17042 
for gale The Bommer In- 


dustrial Hinge is 

. built to take 

yy oe tte T worlds of abuse 
b ~ J | l) ) . For doors 
. 1%," to 23%4"" thick, 

mr §6one pair of BOM- 

S Pp Ke | x € a 3 MER No. 17042 
' ae {only 17%"' high) 

will carry a door 

weighing up to 325 


| | x ¢€ ES F ‘i 4 pounds. 
isd bi : P IF YOU GET REQUESTS FOR an in- 


dustrial hinge thot laughs at hanging 

and shock from motor trucks or hand 

Rg. Me = §«€ctrucks—specify BOMMER No. 17042, the 

a trademark ote on hinge with BOTH malleable iron and 
1876 steel on bearing surfaces . . . and the 
industrial hinge that makes only 5 oscillating movements 

before stopping at dead center from a full right angle door 

opening! Let us tell you a// the reasons why the BOMMER 

17042 is without doubt the truly superior industrial hinge. 


BOMMER SPRING HINGE CO. INC. 


Executive Office and Plant: Landrum, S$. C. if cn 


since 


Write for full descriptive sheet 
Mark your calendar NOW for the NGHE 
September 22-25, Hilton, Chicago, Booth 70 














- HICALBAR 


quality caulk products 


CAULKING ss 
nomica 
COMPOUND fui 


He just figured out he loses 
money selling fasteners! 
easy-to-use 
Poor Mr. Phxz! By the time his salesmen TUBES 
hunt around fer the fastener the customer 
wants, figure out the price, and make the 
nickel sale, it costs money instead of making 
it! Teo bad he hasn't heard of the Sharon 
line—with the picture of the fastener on the 
outside of every box to speed sales. He'd 
save with Sharen on valuable shelf space, 
too—only 13 ft of space for 1000 sizes of 
fasteners. Ne broken boxes, no wrong selling 
price, no hunting for sizes, no refill problems 
—he'd have none of these fastener headaches 

with the Sharen Assortment! 





A profit with every sale is one important 
reason why it pays to stock the Sharon line! 


DROP-IN TYPE 








ASK YOUR JOBBER, OR WRITE: 





CALBAR PAINT & VARNISH CO. 


Mt i avelalthielaitia ta meta a -taalaliadel me adeleltiar: 
745 


QMOK C 2b (Sov he ? LE 
on Cpl d Sora Co.,Vor 2612-26 N. Martha St., Phila. 25, Pa 








TO HELP YOU SELL 


@ For more information 
on these products and 
services use free post 
card on page 133. 





(Continued from page 151) 


6334 in. high. The smaller unit 
(shown) stands 22% x 23 x 50% 
in. and has a removable base for 
counter use. Minnesota Mining & 
Mfg. Co. 


For more data circle No. 61 on postcard, p. 133 


3-D light bulb display unit 

A three-dimensional light bulb 
display-demonstrator helps dealers 
sell more color tinted light bulbs 
for homes and business places. 
Equipped with a flasher to draw at- 
tention to the unit, display shows 


how miniature rooms are affected 
by varying color tones. Westing- 
house Electric Corp. 

For more data circle No. 62 on postcard, p. 133 


Christmas trim packaging 


This line of Christmas decora- 
tion products is now available in 
new packages. Sparkl-Tex, (shown) 
which is a glittering decoration 
for the mantle and so on, now 
comes in a two-color plastic bag. 
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Glaze-Tex is now in a two-color 
paper container. The Christmas 
cotton comes in a paper wrapped 
roll printed in two-colors. Union 
Wadding Co. 


For more data circle No. 63 on postcard, p. 133 


Household hardware display 


Handy homeowners will be inter- 
ested in this selection of hardware 





for household needs. The rotating 
display holds three packages each 
of 40 different items ranging from 
box hinges to drawer partition 
slides. The pre-priced bags also 
contain mounting hardware and 
screws. Presto Lock Co. 


For more data circle No. 64 on postcard, p. 133 


Screening card and booklet 


A colorful counter card, approxi- 
mately 14 x 18 in., is being offered 
by Chicopee to promote Fiberglas 
screening. The theme of the card 
is, “Add a summer room to your 
home.” Another promotion piece of- 
fered is a Patio booklet showing 
various types of patio construction 
and some helpful hints on how to 
do it. The counter card is available 
free and the booklet also comes free 
in quantity. Lumite Div., Chicopee 
Mills, Inc. 


For more data circle No. 65 on postcard, p. 133 


Wallpaper tool packages 


Eight of the more popular wall 
paper hanging tools are packaged 
on a self-selling, self-serve display 
ecard to help cut dealers’ selling 
time, while raising the rate of sale. 
Items on card: maple and plastic 
seam rollers, square wallpaper 
knives, smooth and serrated blade 
casing knives, a casing and corner 


(Continued on page 154) 
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SUDDENLY... you 
get new profits 
from every power 
mower owner! 






Poe RE eR. 


ra, 5 pe a RO pk ae 


ponaupson (POGEER 


turns Power Mowers into MOSQUITO KILLERS! 







Now — your customers simply attach DONALDSON 
FOGGER to any 4-cycle mower up to 234 H.P. with 
4" exhaust, then spray their entire yard with highly 
effective insecticide that kills any insect that flies! 


Big Profit! Small Space! New 4-pack display sets up 
in seconds. Takes less than 1 sq. ft. of counter space! 


Cash in on insecticide sales too— Replacements avail- 
able in pint (79¢ retail) and 1-gallon cans ($2.98 retail). 


RETAIL $695 PER KIT 


Made and guaranteed by the makers of KILLER KANE * 


Donaldson the big new name in hardware sa 


666 PELHAM BLVD. ° ST. PAUL 14, MINN. 














with this TRANSPARENT 


-PL] A 


@ EYE-APPEALING 
® BUY-APPEALING 
@ PREPRICED 2 FOR 15¢ 








Step up unit sales with the self-serv- 
ice “Can’t-Miss” 2 PAC. This con- 
venient, transparent package is a 
proven, “sure-fire” traffic stopper. Write 














BROOKVILLE GLOVE CO., INC. 


McGILL METAL PRODUCTS CO 


RENGC 


sla°l?| Rall ee 
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Blue Diamond—HOME OWNER LINE 
Shatter proof blue plastic handles — high 
carbon, mirror finish steel. 


No. 38-114" No. 35-3" 
No. 3E-114"" No. 3E-4” 
No. 3E-5’’ 


No. 3E-2" 






= = 
Biack & Silver—PROFESSIONAL LINE 
Best quality — shatter proof, black plas- 


tic handles—Super Hydex steel—mirror 
finish. 


No. 2E-1 1/4" No. 2ACH-1%,"" Chisel 
No. 25-114"" No. 2E-3” No. 2E-4” 
a No. 25-3" 


eae 





we 


i 
ms : ——~ Hammer-Head — 
TOP QUALITY LINE 


Forged brass heads to drive in nails. 
No. BHE-4” No. BHE-5*’ No. BHE-6” 


WRITE FOR FREE TOOL CHART 


HYDE MFG. CO. 


SOUTHBRIDGE, MASS., U.S.A. 








TO HELP YOU SELL 

















NOVAS 2? 


on Anchors 


Fasten 
anything 
—to any 
material! 


In wallboard, plaster, concrete, metal, 
wood, or plastics — Novasep Nylon 
Anchors hold almost any type of fix- 
ture or hardware, with great pullout 
and sheer strength. The difference is 
100% virgin Nylon — rugged, rust- 
proof, non-corrosive. No screws, 
plugs, or special tools—all you do is 
drill, insert, and tap the brass nail 
flush. Three head types (round, flat, 
and flange) and three sizes ('4” x 1”, 
M4” x 11%”, and %e” x 1”). 
DEALERS: Novasep Anchors are avail- 
able in bulk, or in individual packs of 
four anchors with counter display. For 
full data, write to Department N-1. 


state £04 











~ TRENTON 3, N. J. 


A wholly owned subsidiary of 
Homasote Company 

















(Continued from page 153) 





knife, and a razor knife for wall 
coverings. Called Cardosell, units 
are packaged six to a stock box. 
A sales-go-round revolving display 
unit is offered at no charge with 
minimum stock order. Hyde Mfg. 
Co. 


For more data circle No. 66 on postcard, p. 133 


Redesigned toilet seat box 
Redesigned packaging for Puri- 

tan toilet seats makes it possible 

for you to identify different styles 





and colors easily. Packages feature 
color identification and are individ- 
ually marked by color and style. 
New boxes are also wedge-shaped 
to eliminate movement of the toilet 
seat in shipment and prevent dam- 
age to metal fittings. Century 
Products, Inc. 


For more data circle No. 67 on postcard, p. 133 


Barbecue sets are carded 


These carded Androck barbecue 
sets will interest outdoor chefs. 


One chrome plated set consists of 
a two-tined fork, turner and hot 
dog roaster, all 22 in. long. Sells 
for $2.29. Another set without the 















hot dog roaster sells for $1.29. 
Both are carded on a red back- 
ground. A third set consists of two 
22 in. chrome barbecue skewers 
selling for 99¢. Washburn Co. 


For more data circle No. 68 on postcard, p. 133 


Big dealer caster catalog 

Catalog 20 offers dealers a 75 
page booklet on casters. Catalog 
covers specifications, standard pack- 
aging, and valuable construction de- 
tails that will help dealers sell more 
in this basic hardware line. Selec- 
tion tables with drawings help 
dealers choose the right caster for 
every job for homes, offices, institu- 
tional furniture and miscellaneous 
equipment. Indexing by application 
makes this catalog quicker to use. 
Faultless Caster Corp. 


For more data circle No. 69 on postcard, p. 133 


A correction 

An item describing the USE Jr. 
“B” drill kit was published in the 
March 14 issue of HARDWARE AGE, 
p. 176, under the heading “Kit with 





’ 


4 masonry drills.”” The photograph 
accompanying this item was incor- 
rect. The proper photograph for 
the U. S. Expansion Bolt Co. kit is 
shown here. 

(Resume reading on page 17) 
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oi¥, 


George Tarkelson ‘Bi 
is the son of WW 


Thomas Tarkel- 


What Deal 


Guide, 


“OUR DOOR HAS 
ON GLIDE HANGERS AND TRAC 


BUILDING FOR 
IN EXCELLENT 


EARS WE HAVE 
‘ A SINGLE GLIDE HANGE 


OF GLIDE TRACK. 


Take the word of a second genera- 


tion Frantz dealer! Sell Glide! The 
original one-piece watershed Track 


and Cover for any thickness door. 


4% YEARS AND IS STILL 
CONDITION. | 


lers Say About 
HANGERS: TRACK 


ROLLED 


K IN OUR 


N ALL THESE 


HAD TO REPLACE 
NEVER HAD TO PIECE 


(signed) Mr. George Tarkelson, Mgr. 
Richmond Lumber Company 


Richmond, Indiana 





acm. Sounder of the ey Free running roller bearing Hanger GUARANTEED BUILDERS HARDWARE 
firm, and the first 4 cannot bind, drag or derail. Abso- 

Frantz dealer in lute “‘tops’’ for sliding doors! FRANTZ MANUFACTURING CO. 
Indiana. 








STERLING, ILL 









A HOUSEHOLD WORD IN 
HOUSEHOLD HARDWARE 
SINCE 1872 


MAKERS OF 


BULL®WDO 
DANDEE+s E- 


AND OTHER HOUSEHOLD SPECIALTIES 


Sy 
NATIONALLY ADVERTISED IN 


The Saturday Evening 


POST 














ibn PE 


SEND FOR CATALOG AND PRICES Co 
e 251 CAUSEWAY STREET 
E. H. TATE CO. BOSTON, MASSACHUSETTS 
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INDUSTRIAL 
AND 
COMMERCIAL 





=e(CHICAGO) ~~" 
SPRING HINGES 





Type BU9001 
“SIMPLEX” 
Double Acting 
Modern architectural _re- 
quirements demand the use of 
expertly designed and durable 
spring hinges. To be assured 


of quality, be sure to specify 
“Chicago.” 


“Spring Hinges of Quality’ 


Chicago Spring Hinae Co. 


1500 





CARROLL AVE., CHICAGO 7 ILL 
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Hows the Hardware Business? 





Hardware store sales 
in February top ‘56 


Hardware dealers in February 
chalked up sales gains for the 
second month in a row. Sales in re- 
tail hardware stores totaled $174 
million during the month, the Com- 
merce Dept. reports. 

That is $3 million more than the 
volume reported in February, 1956. 
It represents a sales increase of 1.8 
percent for the month. 

For the first two months of the 
year, sales are running 3.2 percent 
ahead of last year’s record volume. 

Seasonally unadjusted estimates 
of hardware store sales for the last 
three years are: 

(Millions of dollars) 





1957 1956 #1955 
January 183 175 170 
February 174 171 160 
Two month 
total $357 $346 $330 
March 207 196 
April 227 228 
May 266 246 
June 275 242 
July 250 238 
August 251 237 
September 245 251 
October 258 259 
November 254 244 
December 314 317 
Total $2,893 $2,788 


Hardware wholesalers’ 
sales show slight dip 


Sales by hardware wolesalers 
dropped slightly in February as did 
sales by all types of wholesalers, the 
Commerce Dept. reports. 

Hardware wholesalers’ sales in 
February were 2 percent lower than 
in February, 1956, and 3 percent 
lower than in January, 1957. Sales 
by all types of wholesalers dropped 
1 percent and 7 percent respectively 
for the same periods. 

For the first two months of the 
year, sales by hardware wholesalers 
are 1 percent ahead of last year. 
Sales by all types of wholesalers are 
5 percent ahead during the first two 
months. 
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Attention, wholesalers 


If you plan to hold a dealer 
toy show this summer, will 
you please let HARDWARE AGE 
know at once? Please send us 
the dates and place of the 
show. Also, do you plan to 
issue a toy catalog or flyer 
dealers can give to their cus- 
tomers? Please send this in- 
formation to HARDWARE AGE, 
Calendar Editor, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





Personal income rises, 
instalment buying dips 


Personal income was at a record 
yearly rate in February, and most 
customers used it to reduce the 
amount they owe on time purchases. 


Personal income, that is income 
from investments as well as earn- 
ings, was at a yearly rate of $336.5 
billion in February, according to 
the Commerce Dept. That’s $1 bil- 
lion more than in January and 
about $19 billion higher than in 
February, 1956. 

At the same time, the Federal 
Reserve Board reports that cus- 
tomers cut back on their charge 
account buying during the month. 


Manufacturers’ business 
in February tops 1956 


New orders placed with manufac- 
turers in February were $400 mil- 
lion higher than a year ago, the 
Commerce Dept. reports. New or- 
ders placed during the month to- 
taled $27.5 billion, or $800,000 mil- 
lion less than in January. 


The backlog of unfilled orders 
declined $400,000 during the month 
to $61.7 billion. However, that is 
still $4.6 billion more than Febru- 
ary, 1956. 

Manufacturers sold $27.9 billion 
worth of goods during February, an 
increase of $1.2 billion from last 
year, but $1 billion less than in 
January. 








Department store sales 
drop 8 percent behind ‘56 


Department store sales across 
the nation in the week ended 
March 30 fell 8 percent behind 
last year’s figures, according to 
the Federal Reserve Board. 

The board attributes the decline 
to the fact Easter Sunday comes 
three weeks later this year than 
last year. 

Sales volume for the first quar- 
ter of 1957 equals the volume for 
the first quarter of 1956. 

Here is a breakdown of depart- 
ment store sales by Federal Re- 
serve districts: 

Four Wks. Jan. 1 


Ending 


Federal Reserve One Week End. to 
Mar. 30 Mar. 30 
» 


District Mar. 30 Mar. 23 
+27 


Boston ........ —19 + 2 +1 
Philadelphia 0 + 7 — ] — 1) 
Cleveland .... — 9 — 3* —10 — § 
Richmond .....— 7 — 3* — 4 + 1 
pr — 9 — |* — 8 — |] 
Chicago ... ss -F + 2 — 2 +1 
St. Louis .. —10 0* — 7 — 8 
Minneapolis ... + 5 — ] 2 +1 
Kansas City ... —13 — 4 7 — 2 
er —17 — 2 — 7 — § 
San Francisco —14 — 7 6 = } 

U. 8. Total.. — 8 + 1 — 4 0 

* Revised 

lers 
onsumer Maile 


New Wholesalers’ Aids 


for Dealers’ Use 


Janney offers Summer 
Value Days broadside 


Janney, Semple, Hill & Co., 
wholesaler in Minneapolis, Minn., 
is distributing a Summer Value 


ree 





mee roy ey popapopogmennespneitt 
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Days broadside for dealers to use 
just before Memorial Day. 


(Continued on page 160) 
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there’s a place for everyone 


with my 






















TRAY 


ps geass 





Cal-Dak hostess accessories 
are styled for sell-on-sight ap- 
peal with beautiful, exclusive 
tray patterns, smart Florentine 
Brass and Black Modern frames. 
Practical, functional, with stain 





and alcohol-resistant trays... 
finest construction features. 


REE ERR 


The line that sells from coast 
to coast is Cal-Dak... pioneer 
in the development of work- 
saving quality housewares 
women want. Designed for the 
most discriminating . .. priced 
for true value. 


CAL-DAK PRODUCTS 
NATIONALLY 
ADVERTISED IN 


EVERY ISSUE 
of McCALL’S 





Soa et gc Re RR RI WR TRE 
Rees as eS ee 


BRIDE’S 

i Manufacturers of 

| Work-Saving Quality Housewares 
LAUNDRY CARTS 


IRONING CADDY e SHOPPING CARTS 
HOSE REELS e¢ ROLL-A-TRAY SETS 
HOSTESS CARTS 


Or NEI BAN 








THREE FACTORIES TO SERVE YOU BETTER: 
Lancaster, Pa. * La Porte, Ind. 
3-13 Colton, Calif. 
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STOP PIPE 
SWEATING 


Every Home 
Has This 
Probiem... 
Solve it 

and Profit 


tittle 


“ 4 . A ¢ 
abide 
aoe Peng 


Here’s a year ’round profit item for your economy- 
minded, home fixer-uppers! An opportunity for you 
to get your share of the dollars being spent to rid 
homes of the common problem of “sweating” cold 
water pipes. 

Only NoDrip Tape, the original nationally adver- 
tised cold water pipe insulation designed for do-it- 
yourself customers, gives you these important 
benefits. 


e Faster turnover...more profit. 


e Greater customer satisfaction because of NoDrip 
Tape’s proven permanency. 


e Hard hitting program of dealer sales aids. 


So don’t settle for inferior, temporary pipe wrap- 
pings...stock and sell the only pipe insulation that 
is 100% vapor and moisture proof—NoDrip Tape. 
Easy-to-apply NoDrip Tape winds spirally around 
any size pipe...needs no vapor-seal tapes or over- 
wraps...no bands, brads or fas- 
teners. Fits snugly even around 
tees, unions, angles, valves. 










Packed 12 rolls to the 
carton. Dealer discount 333% 


"469 List Price 


‘ 
ORDER THROUGH YOUR SUPPLY 

















2 J. W. MORTELL COMPANY, 508 Burch St., Kankakee, Ill. : 
s Please send me full information about NoDrip Tape’s FREE dealer 5 
. sales aids. . 
: Name : 
s © 
2 Firm . 
e = 
s Address - 
a a 
: City State : 
DBeesecececeeceucesececesenesecescoeseseacesassaceson 
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Tired of scratching paint esti- 
mates on scrap paper? 

Want to give the customer who 
hasn’t quite made up his mind 
something to take home with your 
name on it? 

The HARDWARE AGE Paint Job 
Estimator answers both of these 
questions for you. Here, briefly, is 
what this card does for you: 

(1) Gives you ample room to list 
assorted paints and sundries, by 
color, price, total amount, and quan- 
tity. Eliminates sloppy estimates 
and figuring. 

(2) Gives you an opportunity to 
plug your credit policy. 

(3) Gives you something for 
“haven’t quite made up my mind” 
customers to take home with them. 
And it remains in their possession 
as a constant reminder and adver- 
tisement of your store. 

(4) Boosts your unit sale, be- 
cause each card is a suggestion 
salesman for many items that may 
not be on the customer’s list. Each 
card reminds customers of other 
jobs to be done. 

This Paint Job Estimator orig- 
inated in the March 14 HARDWARE 










































































































































































Above, here is a typical house and potential paint jobs. 
Numbers refer to specific paint needs listed on a Paint Job 
Estimator, as shown on the Estimator at the right. 


How to estimate paint jobs 





PAINTING SUPPLIES 






Total pointing supplies 


Total for paint 


Total for the job 


Use our libero! credit terms: 
You poy now 

Bolonce due 

Plus service charge of 


Total belence 


You poy $ g, 29 per month for /2. 


ing on exoct details for your job. 


HomETOWN § 


sClath ia = 


F MAIN < 


For additional Paint Job Estimotors 





Philadelphia 39, Pa. 


Ne 


ee ee eee 


ee ee 
ee ee eee 
++ eee 


months. 


This is on estimate only. Actual costs may vory oa bit depend- 





write HARDWARE AGE. Chestnut and Séth Streets. 


ier 





Back of the Paint Job Estimator 
has room for listing sundries, 


figuring of total purchase 
a statement of your 
terms. 
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s, and 
credit 








Here is a HARDWARE AGE selling tool that dealers and customers 
agree make paint selling and credit figuring quicker and easier 





# O & 


HARDWARE AGE 
PAINT JOB ESTIMATOR 


We estimate you will need the following paints, 


finishes, and supplies to paing your aan 
wal sting 5:95. VERE “sab ¥35'70 

ney Get 57S 
tim C498: Blas “fgah 65 


Roof r : nd ced 
Eoves 3 ‘50 oe / Ps 3.50 
Masonry ~ 5. Fo bls _- 5.50 
Porch deck oi 


Asbestos shingles 
Stain 


trons "@, 64S. Wdkde Igad 695 


Gloss 











Semi-gioss @ a~# vd Fy od * " . of 
ER, 
Flot @ 5-50 . a Ad 40 
Me f JD 
‘i f . £50 
Floor , : . 
Total GOL 5 
& (SEE OTHER SIDE FOR LIBERAL CREDIT TERMS) 
The front of the Paint Job 


Estimator provides listing space 
for all interior and exterior 
paints. There's room for price, 
color, and quantity. And it 
helps tie-in sales. 


AGE Paint Merchandising Guide. It 
has been well received, and thou- 
sands more are on the way from the 
printer. 

Order your supply now. Get each 
paint department salesman in the 
habit of carrying several in his 
pocket. As customers ask advice 
about paint problems, give each 
customer an estimator with your 
estimate of quantities and cost. 
Help customers figure out their 
needs with these handy, compact 
cards. 

Write to 
HARDWARE 


Price: 90 cards, $1. 
Paint Job Estimator, 


AGE, Chestnut and 56th Sts., Phila- 
delphia 39. Pa. 
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1. The #70 T&S Foodwhip. New 
design, new colors attract buyers 
by the dozens. Priced right for 
quick sales, the T&S Foodwhip 
beats any food — eggs, cream, 
batter, puddings. Offset handle 
and finger grips make beating 
easier and more natural. The die 
cast frame comes in copper finish 
with pink, turquoise or black 
handles; in chrome with pink, 
turquoise, black, red or yellow 
handles. 





















Attractively packaged 
for counter display 


and gift giving 











alle. Bak 
* Guaranteed by % 
os 2. The #15P Beater. 
one A lower priced popular 
favorite. This sturdy beater has 
large drive gear, easy to use 
plastic handle and stainless steel 
wings — a distinctive feature in 
beaters of this type. Pre-priced 
for impulse buying and available 
with either black or red handles. 


A fast seller and a real kitchen time saver 





TWRRER BF CE VROvR 
BFE CO. 


TORANGTOR CORR. USA 





af 


3. The #100 King Can Opener. A favorite all over the 
world. Millions have been sold — and the King is still 
high on the best seller lists. The all-metal opener com- 
bines a bottle opener and cork screw with the can 
opener. It is nickel-plated and the blade is of tempered 
steel. Each dozen is packed in a display carton. This 
staple item should be in every retail outlet. 


Send for complete information and catalog sheets. 


eek. S. ak ace eek, 






































MOP REFILL ASSORTMENTS 


Cash in on the untapped refill market 
with these self-selling O-Cedar assort- 
ments. You get all three popular colors in 
one pack—with both the nylon and cotton 
mop refill assortment. Cellophane picture- 
windows give quick product identification. 
Each refill box comes with built-in self- 
hanging device. Sell an extra refill as a 
“spare” or hand duster with the sale of 
each complete mop. Here’s a real oppor- 
tunity for big returns with a small invest- 
ment. Order today! 








O-CEDAR COTTON MOP 
REFILL ASSORTMENT 





O-CEDAR NYLON MOP 
REFILL ASSORTMENT i 


MARKET... 
—-PROFITS! 











: RETAIL RETAIL 

3 only Pink PRICE EACH 2 only White PRICE EACH 
1 only White 2 only Turquoise 

2 only Blue $3729 2 only Yellow $929 


O 


O-CEDAR 
Division of American-Marietta Company 
2246 WEST 49th STREET 
CHICAGO 9, ILLINOIS 


rastelel a 








Ship______doz. O-Cedar Nylon Mop Refill Assortments 
Ship... doz. O-Cedar Cotton Mop Refill Assortments 
NAME 
ADDRESS 





2 TE ZONE______STATE 








MY WHOLESALER IS 
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Made and 
guaranteed 
by the makers 
of new 
DONALDSON 
FOGGER 






KILLER KANE——~. 






























With over 114 million sales 
to date, Donaldson 
KILLER KANE offers you 
the one thing that will 
make you even more 


$ 


price! Name any U.S. 


will name you dealers 
who report that KILLER KANE’sS 


only 6"x26" of floor or counter space! 


epeat! Sella KiLLeER KANE and you 


placement KARTRIDGE packs. What 
does it? Alka-Seltzer fizziness that 
releases 2,4-D! Phone your jobber now! 


Donaldson 





$179 sales ...a 10% lower vo 


area and Donaldson & } 
6-Pack Display sells by itself! Takes aA 


“end Kane Kartridges Repeat, Repeat, | 


will average 2 to 3 extra sales of re- | 





the big new name in hardware sales! 
666 PELHAM BOULEVARD « ST. PAUL 14, MINNESOTA 


KILLER KANE. 
MEANS BUSINESS! 


Hottest dandelion and weed killer 


NOW AT NEW LOW PRICE! 





KILLER KANE 
Kitt weeds ath 2 ier / 

















Trims the places the | 
mower always misses! 








Bléic 





“Sorry, Out of Stock" 


7 5 | —— J ‘ 
’ a) Se Note how frequently you run out 
sal” ( ot Water Masters, and the sales 
Sit inelhs = : py! 


























Trees a Fences Wolks ee replenished 
: = eni ; 

s Ee = Cub You can av 

Powell ung Wagan! bs, 

Beds “28 Hi Wolls 














Smith Electric 
Trimmers cut 
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SEYMOUR SMITH 
& SON, INC. 
2704 Main St. 
Oakville, Conn. 











IN A JIFFY, Se 


grass and weeds—even 
the toughest of them 
and leave the 


Untidy patches can 


job! Seymour Smith 
















ymour 
Lawn 
untidy 





to you. 


de luxe mode! plan. it 


lawn 
illustrated 


ALSO NO. 70 
Standard mode! 


$21 95 retail 


De Luxe Model No. | 
700 has custom built 


ng 


lle 


motor—safety switch 
on handle extension 
cord holder auxil- 


iary handle grip. 
Rolls easily on hard 
rubber wheels. 


You can sell Seymour 
Smith trimmers with 
confidence. They do 
the job; they stay 
sold. FREE: attrac- 
tive floor display. 


Mlualily Tools 


Seymour Smitn 
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shipped fre 


you lose while your stock is being 


oid this loss. 

Ask your jobber about the added 
discounts on Water Masters drop- 
our warebouse direct 


| Over 3000 hardware retailers now 
NO. 700 | purchase Water Mosters under this 


extra discounts, 


$29.95 retail | and fewer lost sales. 


SELL THE 
GENUINE 


WATER 
MASTER 


The Hardware Man’s 


TOILET TANK BALL 
America’s Largest Seller 











New Wholesalers’ Aids 


(Continued ) 





The four-color broadside fea- 
tures outdoor living equipment, 
sporting goods, cleaning equip- 
ment and housewares. Space is 
provided on the front page for 
dealer imprint. 

Newspaper ad mats and store 
display material to supplement the 
broadside are available. 


790,000 copies of Ace 
Spring Book given out 


Ace Hardware Co., wholesaler in 
Chicago, Ill., recently distributed 
790,000 copies of its Spring Bar- 
gain Book to dealers for distribu- 
tion to customers. 

The 32-page book features a 





four-color cover and space for 
dealer imprint.Twelve inside pages 
are also printed in full color. Traf- 
fic building items, marked as Ace 
Pace Setters and Ace Specials, are 
featured throughout the book. A 
four-page insert featuring rural 
merchandise is also available to 
dealers in those areas. 

All major departments are cov- 
ered in the book. 


Mason's tool catalog 
published by Worth 


An unusual, complete mason’s 
tool catalog has been published by 
Worth Hardware Co., Inc., whole- 
saler in New York, N. Y. 

The 28-page catalog illustrates 
each item and contains a brief 
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FITLER 
ROPE 


MANILA AND SISAL 


SOLD BY 
HARDWARE DEALERS 
EVERYWHERE 








Shipped for Your Convenience In 
OCTAGONAL BOXES 


CONSIDER THESE FEATURES! 


EASY TO DISPLAY 
EASY TO HANDLE EASY TO DISPENSE 
EASY TO STORE KEEPS ROPE CLEAN 
Blue and Yellow label identifies 
FITLER MANILA ROPE 
Red and White label identifies 
FITLER SISAL ROPE 


THE EDWIN H. FITLER CO. 


EST. 1804 
PHILADELPHIA 24, PA. 




















100% PuRE VINYL 


GARDEN HOSE 


Plan for Profit in 1957 with Apex — the quality hose 
Sold at truly competitive prices 
New Merchandising Program 
Complete range of colors and sizes 


APEX TIRE & RUBBER CO. 

















ONLY 


Ds«M Sports 
Equipment 
Gil Ya ale Uhl... 


One of the most respected names in 
American business. 


A complete quality made line backed by 
more than a century of experience. 


Nationally-known brand merchandise. 
Quick delivery from your wholesaler. 
Equipment in every price range. 


Famous MacGregor tennis rackets, tennis 


balls and golf balls. 


More profits through faster turnover. 


WTOaSeQdne 
























and more dealers feature the D & M line. You, too, will fi 
it’s a pleasant, easy and profitable experience to take 
Draper-Maynard Sports Equipment. 


catalogs and the name of your nearest wholesaler. 





505 CENTRAL AVENUE @ PAWTUCKET @® RHODE ISLAND 
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CINCINNATI 32, OHIO 


These seven big advantages and many others are why more 


Write today for complete information, Draper-Maynard 


DRAPER-MAYNARD 
Sports Equipment 


nd 


on 
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Put ‘em 


SIDE by SIDE 


el-ler- tery 
every tamily 
‘E-Jars od Oly lelaal-is 








_ SSS AES FE 


‘'DEVCON 


80% STEEL — 20% plastic "8. U- S- Pat. Of. 
Your customers will find thousands of uses for the DEVCON Repair Kit. It’s as easy to 
use as modeling clay .. . hardens in 2 hours . . . will not rust . . . can be drilled, threaded, 
ground and painted. DEVCON repairs leaking pipes, tanks . . . fixes cracked radiators, 
Castings and tools . . . mends washing machines, gas tanks, torn fenders. 





FOR REPAIRING EYE-CATCHING DISPLAY CARTON 


Lawn Mowers, Garden Tools, 
Tractors, Water Tanks, Worn (6 kits) with demoanentoc $498 pe: kit 


Valves, Leaking Pipes, Broken ’ 
Castings, Boat Parts, Gas Tanks Economy 1-lb. kit — $3.95 


1001 uses around home, NATIONALLY ADVERTISED 


farm or garage. in Popular Mechanics, Puguier Science, marine maga- 
zines .. . publicized in LIFE .. . free window stream- 
ers, stuffers and displays. 


Order from your hardware wholesaler today . . . call or write us for more information. 


oe) A fee), Mige) ite) y-uile). 


400 Endicott Street, Danvers. Mass. 











: —— New, Smaller DISPLAY BOX 
= THE ~—e ath : - more Convenient, Colorful 


DYKE M B lecsemame 
STEEL BLUE; 
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Buying 
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look NEW 400° Fahr. 


Ask your Jobber, or 
write for extra-liberal Waterproof! 
"Get Acquainted’ Offer 


TILETTE CEMENT CO., INC. 
| 401 (B) Lafayette St., N. Y. 3, N. Y. 


Write for full information 
THE DYKEM COMPANY 
Established 1920 
2305B North 11th St. © St.lovis6,Mo. = 


= ae | BOX CONTAINS 14 TUBES 

>, Bioe : | {2 of them FREE) 
= —— "rn Sreel — Solves the Problem 
=== DYKEN Stee! BYE | ss | of Unsightly, Chipped 

=| We —<o<-—— | Porcelain on Gas or Electric Stoves 

— es ; One simple and easy application dries ‘‘porcelain 
—— — hard’’ overnight. Tilette Porcelain Stove Repair is 
= pupaier package 8-oz. can fitted with = 8 white semipaste _ — .. - gloss aan 

elite cap holding soft-hair brush — ing with the original porce ain. xclusive proper 

= for applying right at bench; metal sur- ties prevent discoloring, flaking off, shrinking or | | 
=== face ready for layout in a few minutes. = peeling. Also excellent for ANY porcelain surface. | | 
=— The dark aane, Rocheneuins makes the Tubes have easy-applicator 7 , £1 
== scribed lines show up in sharp relief, P oa @ | geile) a 
== prevents metal glare. Increases effi- Makes Chipped , P 
=< ciency and accuracy. Porcelain Stoves Withstands 
















Hi 























description of the item. All items 
are listed alphabetically in an in- 
dex inside the back cover. 

Prices are listed on a separate 
sheet, so the catalog can be used 
as a guide in helping customers 
select the mason’s tools they need. 





Promotions 


Manufacturers’ New 
Merchandising Plans 











Archer-Daniels-Midland 
repeats paint contest 


Archer-Daniels-Midland Co., Min- 
neapolis, Minn., will repeat its 
“Painting - the - Town” competition 
this year. 

The contest, designed to stimu- 
late sales of paints and paint sun- 
dries, is open to all cities and 
towns. Communities enter the con- 
test by repainting their business 
districts. The community doing the 
best job wins. 

First prize in the contest is 
$1,000, second prize is $500 and 
third prize is $250. More than 450 
communities have inquired about 
the contest. 

Carl Junction, Mo., was first 
prize winner in the 1956 contest. 
Portola, Calif., won second prize 
and Fennimore, Wis., was third 
prize winner. 


Gladding customer book 
features fishing tips 


B. F. Gladding & Co. Inc., South 
Otselic, N. Y., is making available 
to dealers the 140th anniversary 
edition of its annua! consumer 
booklet “How to Take More Fish.” 

Dealers distribute the booklet to 
their customers. The booklet gives 
tips on bait casting, spinning, fly 
casting and describes the many 
kinds of lines available according 
to the type of fishing for which 
they are used. 


Myers’ Program helps 
water systems sales 

A dealer tie-in plan for use 
during National Water Systems 


Month in May has been worked out 
by F. E. Myers & Bro. Co., Ash- 
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DWARE THAT COMBINES 


i | byline WE CABINET HAR 
Y INSTALLATION 


noo een LONG LIFE ano EAS 


line of track for sliding glass and wood 























A complete 


doors that combines perfect fit, smooth, silent oper 


s{BAMI14 tack-extre installation, and handsomely finished 
" reening gion doors De wien goons. Erched end enecnet appearance + * all desirable qualities for the 
; ern) original e equipment manufacturer, contractor, OF the 
do-it-yourselfer. A wide range of cabinet catches 
in both magnetic and friction design for swinging 

art style, easy installa- 


and sliding doors feature sm 
ex holding powet, and ease of operation. 


ation, simple 






THE ENGINEERED PRODUCTS CO. 
Builders Hardware Specialties 


Pp. O. BOX 1 






gag Ai4 Uno 1 of ex 
sluminem ! 4 hang glass coor" 
Durable oa a and anodires 
smo oo sent oper anon 


+g FLINT, MICHIGAN 


S 
ee your Jobber or write to 


THE ENGINEERED PRODUCTS CO 











i (, for You! : 
\ ¥ ] 

































Ln Aah seg Outstanding 
A ER GRIP PATENT FEATURES . 
DJUSTABLE CLIP Connot twist or turn, ore | 
ites” into mounti a 
rfc, “; | Par NEW DISPLAYS 


with features for quick and 


repeat sal i 
es, at no in-  @ Easier to fasten...b Assortm # 

——! “ee a 
~ ent #1300 takes up little space— 


carries complete stock of 16 doz. ite 
. items, 


— in price! plates el 
| superior desi es eliminated. 
au " gn that 
parks’ more things . @ Holds smooth hand! | oe $97.28 retail! Each item ” 
is without slippage. . | = ful card to Sabon item “Skinpak’d™ on color- 
| __ from handling aad y alma wy finish 
. ositively against 


better 
*, sa — 
| , safer — securely. © Full 
ull range of si 
zes; now 


Di . 
isplay the improved FINGER up to 2! 
° a. 


loss of screw 
s, parts, etc. P i 
FOR COMPLETE CATALOG & pa RBs 


y GRIP ADJUSTAB 
We sell th «nag A 
Ki, ae he sayy hag At your a od @ Rigid, yet flexible ABO NT #1300 w 
to hold a glass a UT ASSORTME 13 aie 


STAR METAL PRODUCTS Co- 
n 17, N.  # 


370 Butler Street, Brookly 


A. eet oe. Sr 
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NEW! 


< Conn. Valley’s 


ed 






for 
open counter 
display and 
self-service 
sales of 
Expansive Bits 


Your customers SEE for themselves this 
tool doing the work of 30-odd individ- 
val bits. For faster turnover ask your 
jobber to send you Conn. Valley 
Expansive Bits in their new packaging. 


THE CONNECTICUT VALLEY merc. co. 
CENTERBROOK 7, CONNECTICUT 











SENSATIONAL 


PROFITS—TURN OVER 





360° ROTATING VISE 
SELLS ON SIGHT 


Every Man a Prospect 


Jaws rotate vertically and Base rotates hori- 
zontally full 360° circle, locking in any 
position. Double jaws, one V-slotted for 
small odd-shaped parts. Fully Guaranteed. 
Suggested Retail Price: $9.95. 


JOBBERS—DEALERS, ORDER NOW 
Write for literature and discounts 


WISLER WESTERN ARMS 
205 Second Street, San Francisco 5, Calif. 
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Manufacturers’ Promotions 
(Continued) 





land, Ohio. The plan uses special 
aids, literature and promotional 
ideas. 

The firm is helping its dealers 
with personal advertising and pro- 
motional programs. One major tie- 
in will be the Live Better Electri- 
cally theme in conjunction with 
local power suppliers. 

Myers is also urging dealers to 
hold open house observances, use 
the National Water Systems Month 
poster, and Myers’ special easel- 
type poster showing the company’s 
selection of water systems. 


Arvin campaign aims 
for early fan sales 


Arvin Industries, Inc., Colum- 
bus, Ind., is sponsoring a campaign 
to stimulate sales of portable elec- 
tric window fans before the hot 
weather season begins. 

The campaign features 11 x 17 
in. “insurance” certificates for 
dealer use in windows and in poster 
displays. The certificates cite Ar- 
vin’s five-year guarantee on its 
fans. 

Pamphlets for recording lay- 
away purchases and payments are 
also offered to dealers. 





A correction 


Because of a_ typographical 
error, the story on a price change 
by Sharon Bolt & Screw Co., Inc., 
Norwood, Mass., came out garbled 
in the March 28, 1957, issue of 
HARDWARE AGE, p. 188. The story 
should have read: 

New prices on its fastener as- 
sortment line have been an- 
nounced by Sharon Bolt & Screw 
Co., Inc., Norwood, Mass. Stickers, 
with the new retail prices, for use 
on Sharon cartons are available 
from the company. 


Business failures dip 


Business failures in the nation 
dropped to the lowest level since the 
first week in January during the 
week ended April 4, Dun & Brad- 
street, Inc., reports. Failures in the 
week ended April 4 totaled 231 com- 
pared with 290 in the preceding 
week. 


















The all-metal horse that FOLDS 






EVERY HANDY MAN... 
EVERY HOUSEHOLD 
NEEDS A PAIR! 


@ A big ticket, self-selling item 
@ Lightweight, sturdy construction 
@ Folds compactly for easy storage 


Available in two sizes! 


Knee high size for sawing and general 
household use. Table high size for scaf- 
folding, outside painting, picnic tables, etc. 
Suggested retail: Knee high $6.95 each. 
Table high $7.95 each. 


ORDER FROM YOUR JOBBER NOW! 





FEDERAL HARDWARE PRODUCTS, Inc. 


1023 N.E. Marshall - Minneapolis 13, Minn. 








CHAIR-LOC 





Amazing New Liquid 
S-W-E-L-L-S Wood 
@ Penetrates wood fibre— 
makes them e-2-p-a-n-d 
permanently. 
@ Quickest and easiest way 
to fix loose chair rungs, 
ndles, dowels, 
deve-tails, ete. 
A Fast-Selling impulse item 
Write for Free Samples and 
Literature 


CHAIR-LOC CO. 
Lakehurst 3, N. J. 














Bright Nickel Finish 
No Jutting Points 


GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


Double Spring Action 
2 Sizes Hold Most Handles 


GIBSON GOOD TOOLS, INC., Sidney 6, W. Y. 











THERE IS A DIFFERENCE IN CHAMOIS 


SUNSHINE 


‘Gi, / ; Fey’ 
GENUINE 
CHAMOIS SKIN 
FULL COD OIL TANNAGE 
MADE IN U S.A 


“EASIER TO USE 
"LASTS LONGER 
"CLEANS BETTER 

4 HAVERHILI 





MA A 4 , 
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Mac’s rolling in the stuff — since he started 
suggesting “Scotcn”’ Brand Masking Tape 
with every paint sale! 

















Completes your 

Household Cleaners Section! 

Cleans, polishes, softens, protects, preserves 

everything LEATHER. Plastics, too. No other 
product like it. Steady repeat sales. 


* NEW to Hardware trade. Used and recom- 
mended by leather manufacturers for over 
50 years. Nationally advertised. 


9 oz. can with sPoNcE HQC 
: ‘ Packed in7 doz. 
Display Carton 


ORDER NOW! Mel-O- Wax Products, Inc., Wynnewood, Pa. 
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KEIL No.4 


FOR CUTTING 
CYLINDER & CAR KEYS. 



























Ta 


The KEIL No. 4 Series is designed 
to meet the need for an inexpensive 
machine for cutting cylinder keys. 


It is small, sturdy and extremely 
simple to operate. 


YOU Should have one / 


Let us tell you more about it. 


MAIL COUPON TODAY 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 


Please send complete information on your 
No. 4 series of Key Duplicating Machines 


Name 





—--— <a -—- — - -~ —~—- —— 


PLEASE PRINT 





Address 





City State 
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11,000 Dealers, Buyers To Receive Advance 
Registrations For July 8 Housewares Show 


The 27th NHMA National 
Housewares Exhibit July 8- 
12 at Atlantic City’s Con- 
vention Hall has already set 
two records. 

One is for the number of 
booths, the other is for num- 
ber of manufacturers. 

A third, for total atten- 
dance, seems a certainty for 
11,000 advance registration 
ecards have been mailed to 
dealers and buyers from 
coast to coast. 

These, plus last minute 
registrations, should set a 
new attendance high for this 
national event. 

About 170,000 sq ft, nearly 


10 percent more than last 
year, will be crammed with 
the wares of 611 manufac- 
turers in 1049 booths. 

More booth applications 
than ever before have been 
received, according to Dolph 
Zapfel, secretary of NHMA. 

Advanced registration 
forms will be mailed about 
May 15. Complete the form 
and return it to NHMA to 
assure prompt entry to the 
show on arrival. 

Advanced forms may be 
obtained from National 
Housewares Mfrs. Assn., 
1140 Merchandise Mart, Chi- 
eago 54. 





Brown-Roberts Names 
Belk Vice-President 


Robert L. Belk has been 
elected a vice-president and 
director of Brown - Roberts 
Hardware and Supply Co., 
Ltd., Alexandria, La. The 
election took place during the 
company’s annual meeting 
held recently at the company 
office. 


Mr. Belk has been with 
Brown - Roberts since 1941 
when he joined as a travel- 
ing salesman. He later be- 
came a sales supervisor. 


The following officers were 
reelected at the annual meet- 
ing: Joe W. Pitts, president 
and general manager; George 
H. Pitts, vice-president; J. H. 
McDonald, treasurer; Anna 
V. Castiex, secretary. F. C. 
Barksdale, who was retired 
in August, 1956, was elected 
honorary vice-president. 


Stratton & Terstegge 
Elects A. J. Carson 


A. J. Carson has been 
elected vice-president of 
Stratton & Terstegge Co., 
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A. J. CARSON 


wholesaler at Louisville, Ky. 


Mr. Carson is general sales 
director of the firm’s whole- 
sale hardware division. 


Also elected a vice-presi- 
dent was James L. Meagher, 
general manager of S & T’s 
Anchor Division. 


Reynolds Is Promoted 


Mansfield Sanitary, Inc., 
Perrysville, Ohio, has ap- 
pointed William J. Reynolds 
assistant sales manager of 
the China Div. He had been 
a direct factory representa- 
tive. 


Who says the days aren't long enough? 





Nathaniel Hathaway ... . 
Dealer, Father, College Student 


We all say there isn’t time enough to do 
everything that has to be done. A hardware 
dealer has proved otherwise. 

In 1954, Nathaniel Hathaway, co-owner of 
Campfield Hardware, Hartford, Conn., made 
the most important decision of his life. 

Up to his ears in all the details of co-running 
a big, prosperous store, Nat, as he likes to be 
called, decided to go to college. 

This 35-year-old hardware dealer felt that a 
college education was the one gap unfilled in an 
otherwise successful and prosperous life. 

And he was aware that college would mean 
hardships. 

Running a hardware store, rearing four 
daughters, and taking on a full time curriculum 
of college freshman sounds like a nearly impos- 
sible combination. 

What happened? 





Editor’s note: Mr. Hathaway’s interesting experi- 
ence indicates that there may be many dealers with 
similar, unusual avocations that the industry would 
like to know about. If you have had such an inter- 
esting experience, write: Editor, HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Like an Horatio Alger story, Nat led his 
Trinity College freshman class with a 93.7 aver- 
age. Top average got him the Holland scholar- 
ship award. 

Still in college, and topping his fellow stu- 
dents in grades, Nat is still co-managing the 
Campfield store on a part-time basis. He has an 
agreement with co-owner John Saunders that 
will keep him in the hardware business while 
getting his degree. 

Nat attributes success to the moral support 
of his wife, Helen. He has learned to study 
philosophy while bouncing a baby on his knee. 
He has learned to be “one of the boys” with 
fellow students 18 years or more his junior. 

And when he is through college, Nat Hath- 
away will be a hardware dealer with his eye on 
the future. Being a college graduate should 
widen his horizons considerably. 
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W. A. Baker to Organize 
Manufacturers’ Agency 


W. A. “Bill” Baker, Jr., 
manager of purchases of 
American Hardware Supply 
Co., Pittsburgh, has resigned 
effective April 30, and will 
organize his own manufac- 
turers’ sales agency. 


Bill Baker, Manufacturers’ 
Representative, will special- 
ize in sporting goods, house- 
wares, lawn and garden, and 
general hardware lines. The 
organization will cover west- 
ern Pennsylvania, eastern 
Ohio, and northern West 
Virginia. Headquarters will 
be in Pittsburgh. 


Mr. Baker began his hard- 
ware career with Edward K. 
Tryon Co., Philadelphia 
wholesaler, as salesman in 
western Pennsylvania from 
1936 to 1942. During the 
war he was in defense work. 





W. A. “BILL” BAKER, JR. 


Mr. Baker joined Ameri- 
can Hardware Supply, 
dealer-owned wholesaler, in 
1945. He was a buyer of 
sporting goods, electrical sup- 
plies, appliances, and cutlery. 
In 1951 he became assistant 
advertising manager. Mr. 
Baker was appointed man- 
ager of purchases in 1953. 





Boosters Honor Past 
Presidents In N. Y. 


The Hardware Boosters 
played host to their past 
presidents at the March 25 
meeting at Millers Restau- 
rant, 144 Fulton St., New 
York City. 


Eleven past presidents re- 
ceived plaques to mark their 
services to the group. Each 
spoke informally on activi- 
ties during his term of office. 

Charles Pincus, New York 
manager, Stanley Works, and 
senior surviving past presi- 
dent of the Boosters, showed 
a program from the group’s 
1928 stag beefsteak dinner 
and entertainment. 


Mississippi Wholesaler 
Marks Half-Century 


Spann Hardware Co., 
wholesaler at Moss Point, 
Miss., is marking its 50th 
year in business. 


The firm was founded in 
August, 1907, by B. D. 


Spann. It operated under 
that name until 1917. In that 
year, B. D. Spann and C. S. 
Beardslee formed a partner- 
ship. 

In 1934 the firm was in- 
corporated as a retail store. 
In 1920 it made some sales 
to other stores as a whole- 
saler. 

Wholesale sales increased 
so much that by early 1947 
all retail selling was stopped. 
So 1957 is a dual anniver- 
sary year for Spann. It 
marks a half-century of sell- 
ing, and the 10th anniver- 
sary of wholesale selling ex- 
clusively. 


Aluminum Goods Votes 
Name Change to Mirro 


The name is Mirro Alumi- 
num Co. now. 


Stockholders of Aluminum 


Goods Mfg. Co. recently 
voted on the name change. 
The line has _ popularly 


been known as “Mirro” for 
many years in the trade. 
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Oregon Dealer, Closed By Fire, Reopens; 
Georgia Dealer Opens In Shopping Center 


Eugene, Ore.—John War- 
ren Hardware, Inc., has re- 
opened. Last year a fire 
burned out the old store. 
Now a modern three floor 
store is open for business at 
771 Willamette St. Officers 
of the firm are John War- 
ren, president; William S. 
Schmieding, vice president; 
John E. Robertson, vice 
president; and Art Kline, 
secretary-treasurer. 


Lisbon, N. D.— William 
Guymer has purchased an 
interest in the Lisbon Hard- 
ware Co. He has been parts 
manager for Hoffman Mo- 
tors in Washburn for the 
past three years. 





Allen Hardware Expands 
With R. E. Knorr Merger 


Robert E. Knorr, architec- 
tural builders’ hardware con- 
sultant, has merged with the 
Contract Builders’ Hardware 





ROBERT E. KNORR 


Dept., Allen Hardware, Inc., 
Allentown, Pa. 

Merger creates the Robert 
E. Knorr Division of Allen 
Hardware, Inc. Mr. Knorr 
has been in the contract 
builders’ hardware field for 
31 years. 





















































Decatur, Ga.—Gibbs Hard- 
ware and Hobby, Inc., 1237-A 
Clairmont Rd., has opened 
for business in the new Clair- 
mont shopping center. Owner 
Ralph Gibbs has been asso- 
ciated with Sears-Roebuck’s 
Atlanta store for 23 years. 


Covington, Va. — Gibson 
and Co. recently held a 3-day 
official opening of its new 
store at 118 S. Lexington St. 
The hardware firm, formerly 
at 323 E. Main St., was 
founded in 1946 and incor- 
porated in 1950. R. L. Gibson, 
C. M. Worsham, and W. L. 
Back are the owners. 


Waldron, Ind. — Haymond 
Hardware Store has been 
purchased by a new firm, 
Waldron Hardware, Inc. The 
Waldron firm is made up of 

(Continued on page 172) 





Union Hardware Elects 
New Company Officers 


Union Hardware & Metal 
Co. recently elected new offi- 
cers. 


They are F. F. Regan, 
vice-president in charge of 
sales; E. H. McLaughlin Jr., 
vice-president; R. F. Mogan, 
vice-president; W. L. Goff, 
treasurer; and E. C. Scheller, 
secretary. 


E. H. McLaughlin contin- 
ues as president. 


At the same time the com- 
pany announced the retire- 
ment of E. H. McGinnis, 
vice - president and general 
manager, after 58 years with 
the company. Mr. McGinnis 
also held the positions of 
secretary and treasurer at 
the time of his retirement. 
He will continue to serve the 
company in an advisory ca- 
pacity. 
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Me. Dealer / 


WHAT ARE YOU 
WOW RECOMMENDING 
FOR THESE CONDITIONS 




















BLISTERING 
PEELING 


ALL 
SIGNS 


& PROOFING 


ALUMINUM 


4 
AL VANIZED 


POINT <a 
TO... 


P WASONKY 


VARNISHING 


Asthe COMPLETE Answer! 


For more than twenty years X-l-M FLASH BOND has 
been doing the job of preventing blistering, checking, 
peeling and popping of paint in numerous industries. 
Many concerns have established it as a “must” in their 
every painting operation. 

Investigate— learn why you can recommend X-I-M 
FLASH BOND for better adherence and for that “like-new” 
look longer, whether used indoors or out, on metal, wood, 
plaster, plywood, plastic, stone, or on most any other surface. 

The story of X-I-M FLASH BOND, the Superior Seal 
and Bond for improving the adhering and wearing prop- 
erties of paint to metal and practically every other type of 
surface, is being told to over 200,000 of your customers 
and prospects through national advertising in AMERICAN 
PAINTER & DECORATOR; AUTOBODY AND THE 
RECONDITIONED CAR: MOTOR AGE; SIGNS OF THE 
TIMES: SWEETS ARCHITECTURAL FILE; YACHTING. 


PROVEN IN 
THE FIELD 
FOR MORE 
THAN 
20 YEARS! 


You'll want to know all 
about X-I-M FLASH 
BOND, what it can do, 
how it fits in with your 
line. Send coupon today. 


H. FORSBERG CO. HA4 
5107 Lakeside Ave., Cleveland 14, Ohio 


: Yes, | would like to have a copy of your X-33 circular prepared 
exclusively for dealers, without obligation. 





Reardon Gives Cody 
Top Sales Position 


James E. Cody has been 
elected vice-president and 
general sales manager of the 
Reardon Co., St. Louis, Mo. 

Mr. Cody was the St. Louis 
division sales manager of the 


JAMES E. CODY 


firm. He joined Reardon in 
1947, and has been a division 
sales manager since 1951. 


Porter-Cable Sets Up 
New Mid-Atlantic Zone 


Porter-Cable Machine Co., 
Syracuse, N. Y., has formed 
a new Mid-Atlantic zone 
with offices in Philadelphia, 
Pa. The zone will include 
Pennsylvania, West Virginia, 
Maryland, Washington, D. C., 
and southern New Jersey. 

Howard Smith, newly 
named zone manager, will 
direct operations. 


News of the Trade 





(ae 
* 


Oxwall Tool Names 
Dempsey Sales Manager 


J. A. Dempsey has been 
named sales manager of the 
Oxwall Tool Co., Ltd., New 
York City. 

Mr. Dempsey was with the 
Firestone Tire and Rubber 
Co. 


Westinghouse Names 
Myers To Top Post 


John F. Myers has been 
appointed general manager 
of Westinghouse Electric 
Supply Co., the marketing 
subsidiary of Westinghouse 
Electric Corp., Pittsburgh, 
Pa. He is a vice-president of 
the firm. 

Mr. Myers assumes the 
duties of Victor D. Kniss, 
who recently resigned as 
president of WESCO. Mr. 
Myers has been with West- 
inghouse since 1922. 





Krylon Midwest Representatives Meet 


Midwest representatives of Krylon, Inc., Norristown, Pa., met 
recently with company officials in Chicago, Ill., to review the 
company’s assortment of aerosol products and its advertising 
campaign. Shown here (from left to right) are: Bud Shaw, 
Robert Dickey, Bernard Shaw, Krylon President James W. 
Bampton, Robert Shaw, Walter Frazier, Sales Vice-President 
R. C. Newbold Jr., Richard Ruhling, Robert Duncan, Stu 
Wright, Robert Bordeau, and V. M. Rumley. 


Street___ 
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Made in Canada for Canadian Use—Represented in Canada by: 
DOUGALL'S SUPPLY LIMITED, 807 Bathurst St., Toronto. 

Distributed in Hawaii by: THE GLIDDEN COMPANY and BADER'S 
SUPPLY HOUSE LIMITED, Honolulu. 2 
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Vinvow squeect® 
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3= Rie 
Push Button 
Display 











...the easy way 
to “‘button up” sales 


Today more and more home owners are renovating 
and modernizing. Another good reason to set up your 
store as signaling headquarters with a complete assort- 





It’s Fast! It’s Simple! 
SPLIT SECOND ACTION! 
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1 2¢ 3 
Press the Magi-Klip Service Rubber floats Release the Magi- 
for instant removal, freely in channel for Klip and the chan- 
replacement, or po- instant change. nel and rubber are 
sitioning of the held securely in any 
service rubber and position. 
channel. 

















ment of push buttons, transformers, contacts, bells, _ A MORSE-STARRETT PRODUCT 


door chimes and home fire alarms. New Edwards dis- 
plays are constant reminders that result in more sales 


from store traffic. 


Order your displays now, and capitalize on this market 
with Edwards complete stock of signaling equipment. 
See your Edwards Distributor or write Dept. HA-4, 
Edwards Company, Norwalk, Connecticut. (In Can- 
ada; Edwards of Canada, Ltd., Owen Sound, Ontario.) 














dealer or write to: 


PRODUCTS CO. 
AK AND 1 , CALIFORNIA 













New Flint-Ware Promotion...A ‘Starter Sale” 
That Brings Em Back For More! 






















Economy Bell 
or Buzzer 
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Easi-Mount 
Transformer 

















DESIGN *« DEVELOPMENT « MANUFACTURE 
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fe All Purpose 
’ Contactor and — 
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nee: Saucepan Regularly $5.50, NOW $3.48 
STAINLESS STEEL . 
FLINTWARE 


A “hot-seller” in the most-wanted line of stainless steel 
cookware! Another sure-fire Flint-Ware promotion to give 
you immediate profits and start the chain of repeat sales. 
Customer saves $2.02 . . . you get full mark-up! 






















No wonder Stainless Steel Flint-Ware is gaining in sales... 
while other types of quality cookware decline. Flint-Ware 
works three ways to make customers beat a path to your 
store: superior quality ... complete line . . . and by far the 
strongest national advertising support in its field. So jump 





specialists in signaling since 1872 on the bandwagon for a ride to higher profits! 


Ekco Products Co., Chicago 39, Ill. 


GiKG0)) ... the ereatest name in housewares 


























































WITT cans & pats 


. . . built and promoted to be real 
SALES-MAKERS! 


b Celta GUTS olsl-1e Melile Ml dae) sl-lai Meld ela-trielle 
on WITT by consistent advertising 


in these publications... 












































Rivesy FOUNTAIN & 


FAST FOOD 

























































































































Write today for full information on 





how you can build sales and increase 
profits with the WITT Line. 



































THE WITT CORNICE COMPANY 
2110 Winchell Ave. + Cincinnati 14, Ohio 

















| NEWS OF 














—News of the Trade—— 


MANUFACTURERS’ AGENTS 


Boston Woven Hose & 
Rubber Co., Boston, Mass., 
has appointed Mulloy & 
Rooney Associates, Needham, 
Mass., representative for its 
line of rubber floor and stair 
coverings in New England. 

Vv 


Youngstown Kitchens Div., 
American-Standard, Warren, 
Ohio, has appointed Appli- 
ance Distributors represent- 
ative in Arizona. G. A. Lar- 
riva will direct sales from 
the Tucson branch and Rene 
Larriva will be in charge at 
the headquarters office in 
Phoenix. They are partners. 

aa 

Vallee Sales Co., Findlay, 
Ohio, is a newly established 
manufacturers’ representa- 
tive covering Ohio, Michigan 
and Indiana. R. L. Vallee, 
owner, specializes in hand 
and electric tools and gen- 
eral hardware. He has cov- 
ered this territory for Shop- 
master, Inc. for the past five 
years. 

Vv 

Branchell Co., St. Louis, 
Mo., has appointed Henry 
E. Wuerth and Associates, 


Atlanta, Ga., representative 
for its dinnerware in Geor- 
gia, Alabama, North Caro- 
lina and South Carolina. The 
Georgia firm will also handle 
the Vardin Sales Corp. din- 
nerware in the same terri- 
tory. 


v 


McCune-Merifield Co., Se- 
attle, Wash., manufacturers’ 
representative, has changed 
its name to John B. Merifield 
Co., Ine. The affiliated Mc- 
Cune-Merifield Co. at San 
Francisco disincorporated 
Oct. 1, 1956, and a partner- 
ship. was formed between 
R. E. McCune and S. S. 
Phillips. No changes other 
than the name have been 
made within the John B. 
Merifield Co., Inc. 


v 


Thatcher Glass Mfg. Co., 
McKee Div., Jeannette, Pa., 
has appointed two new rep- 
resentatives. Merritt E. Free- 
man Co., Washington, D. C., 
will cover Maryland, Vir- 
ginia and Washington, D. C. 
Charles R. Butts Co., Waban, 
Mass., will represent the 
company in New England. 








I. F. BROWNSON 


Narmco Elects Brownson 
President and Manager 


I. F. Brownson has been 
elected president and general 
manager of Narmco Sporting 
Goods Co., and National Rod 
Co., its national sales agency. 
Narmco is the parent corpo- 
ration. Both firms are in 
Costa Mesa, Calif. 

Mr. Brownson was with 
Westinghouse Electric Corp. 
and Hunter Douglas Alum- 
inum Corp. 
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Annual Elections Held 
By Columbian Rope Co. 


At the recent annual meet- 
ing of stockholders and the 
board of Columbian Rope Co., 
Auburn, N. Y., the following 
officers were elected for one 
year: 

Col. S. W. Metcalf, chair- 
man of board; E. R. Metcalf, 
president; R. L. Morris, ex- 
ecutive vice-president; F. R. 
Metcalf, vice-president, pur- 
chasing; R. T. Starr, vice- 
president, manufacturing; 
L. R. Hole, vice-president, 
sales; C. H. Mosher, vice- 
president; R. L. Morris, 
treasurer; and J. P. Rogers, 
secretary. 


These men were appoint- 
ed: assistant to the president, 
P. E. George; general sales 
manager, G. P. Dynes; con- 
troller, C. E. Kley; assistant 
controller and auditor, N. E. 
Randall; assistant sales man- 
ager, E. G. Ogden; and di- 
rector of market research, 
Mr. Mosher. 











ONLY COMPLETE LINE 
OF HOME SLICING MACHINES 
IN THE WORLD! ' 


ONLY General Offers 


Hand-Operated Slicing 
Electric Slicing! 

Smooth or serrated Stainle 
New decorated slicers 
White Porcename!' 


GENERAL 

\ -. g | 
Electric Home 
Slicing Machine 


Slices cheese, meat (hot or 

cold), bread, vegetables, and 

other hard-to-slice foods. 

Gravity feed, scientific 

“right-hand” feed, suction 

cups, 644” Serrated Stainless Knife in Gleaming 
Lifetime Chrome | 





MODEL i150 

Compact, economical, efficient slicer with 6%” blade, grav- 
ity feed, pedestal legs stand securely on suction cups. In 
Gleaming Lifetime Chrome $4995 
YOU CAN HAVE A SLICING MACHINE CENTER 
Become the center for slicing machines in your com- 
munity with a complete line of General Slicers. 


Genoa ...backed by the greatest advertising 
campaign ever put behind home slicing machines. 
From $1295 to $9950 


P S The General Merry Grinder is one of the fastest sellers in our 
*“* line. A card, call, or wire will bring you complete information. 







GENERAL SLICING MACHINE CO., Inc. 


WALDEN SINCE 1992 NEW YORK 
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More profit on 


HOUSEWARES 


with these 
7 PS) high-quality 
fast-selling 


BRUSHES 





2 a4 


Put this good-looking dis- 
play of quality household 
brushes in a good traffic 
spot and watch your brush 
sales climb. Profits, too 
—not just 33144%, but 
a full 374%%—for you. 


colorful merchandise .. . 
appealingly displayed 


Kellogg @ Brushes 


famous name ... famous brand 


KELLOGG BRUSH MFG. CO. 
Westfield, Mass. 





Self-Storing Covers 
easy to show...sure to sell 




















STAINLESS STEEL. 
EFLIN T-Ww 7 


Pack ’em up... stack "em up... or hang ’em on the wall! 
Just turn the covers over and store them in the pan. What 
| a selling feature! 


No wonder Stainless Steel Flint-Ware is gaining in sales... 
while other types of quality cookware decline. Flint-Ware 
works three ways to make customers beat a path to your 
store: superior quality ... complete line .. . and by far the 
strongest national advertising support in its field. So jump 
on the bandwagon for a ride to higher profits! 


Ekco Products Co., Chicago 39, Illinois 


acG0}) «6... the greatest name in housewares 
(OR 





























| POWER 
' ROLLING 


LAWN-ALL * 

STANDARD MODEL A 

The ideal roller for landscaping and lawn mainte- 
nance. Especially suited for rolling freshly seeded 
areas and athletic courts. The Lawn-All is also avail- 
able with a swivel caster roller for greater maneu- 
verability in confined areas. 


*LAWN-ALL FORMERLY 
MOTO-ROLL 


TANDEM MODEL AR 


Equipped with a forward-reverse transmis- 
sion, this model meets all requirements from 
large area rolling to compacting “hot top” 
surfaces. 


Write today for detailed information. 


LAW N-ALL 


THE LAWN-ALL CORP. Johnstown, Pa. 











Mingle Becomes Gates 
Director of Marketing 


Clarence H. Mingle, vice- 
president of the Gates Rub- 
ber Co., Denver, Colo., has 


CLARENCE H. MINGLE 


become director of marketing 
for the company. 

In this newly created posi- 
tion, Mr. Mingle will be re- 
sponsible for the coordina- 
tion and direction of all sales 
divisions. The new assign- 
ment will not alter the man- 
agement of the _ individual 
sales divisions. 


News of the Trade 





Mr. Mingle has been with 
Gates since 1923 when he 
started in the shipping de- 
partment of the Chicago di- 
vision. He became manager 
of the Chicago warehouse in 
1924. In 1944 he became a 
vice-president of the firm. 


Falco Sales Meeting 


Details of a new coopera- 
tive advertising plan and 
merchandising program will 
be explained to sales repre- 
sentatives of Falco Products 
Co., Philadelphia, Pa., at a 
meeting April 26-27 in Phila- 
delphia. 


Promoted at Atkins 


Robert V. Merrell has been 
appointed administrative as- 
sistant to the sales director 
at Atkins Saw Div., Borg- 
Warner Corp., Indianapolis. 
He had been Atkins’ eastern 
division manager. 





DEALER BRIEFS: 





(Continued from page 167) 
four persons: Robert M. Ar- 
buckle, president; R. P. 
Spurlin, vice-president; Mrs. 
Kathryn L. Spurlin, secre- 
tary-treasurer; and Mrs. 
Sybil Arbuckle. The former 
Spurlin Toy & Hobby Shop 
will soon become a depart- 
ment of the hardware store. 


Sioux Falls, S. D.—Kortt’s 
Hardware, 114 N. Phillips 
Ave., recently opened for 
business. The owners, Mr. 
and Mrs. Frank Kortt, have 
operated the East Side Hard- 
ware store for the past five 
years. All merchandise has 
been moved from the old store 
to the new location. 


Fontana, Cal.—Door prizes 
and sale prices were a fea- 
ture of the grand opening of 
Nat’s National Hardware, 
Housewares and Building 
Supply Co. The 11,700 sq ft 
building, on Merrill Ave. 
near Sierra Ave. is complete- 
ly air-conditioned. Co-owners 
are Nathan A. Simon, Louis 
Sherman, Avrum I. Sperber, 
and Emmanuel M. Zinn. 


Chetopa, Kan. — Al Hays, 
former lumber dealer has 


purchased the stock of the 
Cellars Hardware Store and 
has assumed management. 


West Chester, Pa.—J. B. 
Simon Hardware Store, 127 
W. Gay St., has been pur- 
chased by Wilmer and Frank 
Thomson. The store has been 
operated for the last 43 years 
by J. B. Simon and his 
brother Edward. Wilbur 
Thomson is president of the 
West Chester Paper Box Co. 
Frank Thomson is vice-pres- 
ident of the same company. 


Rossville, Kan.— Mr. and 
Mrs. Robert Gentry have 
purchased the hardware de- 
partment of the Rossville 
Farm Store. The hardware 
store, which was recently 
moved into separate quarters 
was owned by Norville Win- 
gate. The new store will be 
known as Rossville Hardware 
Store. Mr. Gentry was asso- 
ciated with the hardware de- 
partment of the Farm store. 


New Richland, Minn. — 
Lawrence A. Bruzek and his 
son Tom have purchased the 
interest of partner Ed Bru- 
zek in the Bruzek Hardware 
store. They are now sole 
cwners of the business which 
was founded in 1895. 
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—— STURDY, 


COMFORTABLE 
OF NY | ae OL OR 


RA|QAVVNVNY:- -OH44QQAA 


FOLDING 
FURNITURE 


& Serie 


Tucker cots available in five sizes. Hardwood frames, paint- 
ed hardware and extra heavy canvas covering, white or 
Olive Drab covers. Legs reinforced with °“’S”’ iron braces. 


LAWN CHAIRS 


Hardwood frames finished in natural 
varnish or colored lacquer, covered 
with vinyl-coated canvas in solid or 
striped colors. Many popular styles. 





CAMP STOOLS 


Hardwood frame. Canvas color, plain or 
striped. Write for catalog and prices. 





Tucker Duck & RusseR Co. 


Ft. Smith, Ark. 















ei 


“! ei PREMIUM QUALITY CEMENT 


“It stays stuck! And, | mean for 
good! Unlike ordinary cements, 
AMBROID actually penetrates 
surfaces to form a permanent, 
water-tight bond that often outlasts 
the material itself! It’s extra 
strong, flexible, fuel and heat 
resistant. Mends things that 
literally defy other adhesives. 
By George, it’s easy to see why 
sportsmen, hobbyists, housewives, 
craftsmen ... all prefer AMBROID! 
* So, do asi do. ... CASH IN! 
“TEAMSPAREST W |, Order your AMBROID . . . TODAY!" 
ee Unexcelled for all wood, leather, metal, 

fabrics, glass, pottery, china, plastic. 


, era retail 30c 
4 oz. tube retail 60c¢ 
(pts. — qts. — goals.) 


AMBROID CO., INC. 
Weymouth Mass. 
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Eanion Saker 


quality 
manila 
rope 


Re 





Seas 
a. 
aw 


este, ain 


. 2 4 
junior coi 
25 lbs. packed in self- 





dispensing carton. 
super-TUFF Measure-marked every 
50 and 100 ft. coils of 10 feet. 


VW 


manila or nylon rope 
in a new combination 
self-service display tray 
and shipping unit. 
Polyethylene wrapped. 
Practical rope packages for- Boating 
Home « Farm -« seca « Recreation 


MANUFACTURERS >= 75 ? 





SINCE 1829 


THE THOMAS JACKSON & SON CO. Reading, Pennsylvania 


FUNCTIONAL HANG-UP HANDLES 
TO TURN UP YOUR SALES! 


























STAINLESS STEEL . 
FLIN'T-WARE 


No rings to burn milady’s hand 
for either right or left hand.. 




















. « . a sure, Contour Grip 
. and air-insulated to keep cool. 


























No wonder Stainless Steel Flint-Ware is gaining in sales... 
while other types of quality cookware decline. Flint-Ware 
works three ways to make customers beat a path to your 
store: superior quality ... complete line . . . and by far the 
strongest national advertising support in its field. So jump 
on the bandwagon for a ride to higher profits! 



































Ekco Products Co., Chicago 39, Illinois 








..-the greatest name in housewares 
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WHEN THIS 
HAPPENS 


in a flexible plastic pipe 
installation, be ready for 


headaches and lost goodwill! 


LINE 


GUARANTEED - QUALITY 
FLEXIBLE PLASTIC PIPE 


CUSTOMER SATISFACTION 


Call-backs and an angry customer — these are the 
costly results of a flexible plastic pipe failure. That's 
why it’s good business to handle only Cresline — 
the flexible plastic pipe that’s guaranteed right in 
writing. The pipe above was made of virgin poly- 
ethylene. But it failed in an accelerated use test after 
7 hours of 172 Ib./sq. in. pressure at 113°F. Cresline, 
subjected to the same grueling test, showed no fail- 
ure after 1200 hours (when the test was discon- 
tinued). Why? First, Cresline is made of the finest 
virgin polyethylene — proved best by our own ex- 
haustive tests. Secondly, quality is checked through 
every stage of production. You're sure of customer 
satisfaction with Cresline. There are many other 
profitable advantages to stocking Cresline, including 
effective dealer support. Write today for literature 


and name of your Cresline representative. 


LOOK FOR THESE ADDED PROOFS OF QUALITY 


Cresline is made with Du Pont 
Alathon 25 and is marked with 
this tag. It proved the best in 
our tests. 


This seal on Cresline Pipe 
shows the Nationa! Sanitation 
Foundation has approved it for 
drinking water use. 





ALL PLASTIC PIPE IS ROUND, BLACK AND HAS 
A HOLE IN IT .. . BUT THERE IS A DIFFERENCE! 


FREE TO JOBBERS: Slide Rule Data Chart quickly helps you 
find answers to such problems as friction loss, pressure drop, 
GPM flow, etc. Write for details on how to get your free 
plastic pipe “Data Chart.”’ 


CRESCENT PLASTICS, INC. 


Dept. A-7, 955 Diamond Ave. * 


Evansville 7, Ind. 








——News of the Trade 























New appointments, new territories, etc. 


MANUFACTURERS’ SALESMEN 


United States Plywood 
Corp., New York, has made 
a series of promotions. Carl 
W. Justice has become man- 
ager of the newly established 
north central div. Carroll 
Cass succeeds him as man- 
ager at Charlotte. J. O. 
Dempsey is manager of the 
northern region. J. D. Kayne 
is manager of the northeast- 
ern div. W. E. Williams is 
now midwestern div. man- 
ager. J. P. Burford, Jr., has 
become Atlanta manager. 
Branch manager changes in- 
clude: H. G. Ryback, Brook- 
lyn-Queens; A. S. Anderson, 
Hartford; W. W. Johnston, 
Dallas; R. E. Conley, Kansas 
City; M. M. Speir, San An- 
tonio. 


v 


Boston Woven Hose & 
Rubber Co., Boston, Mass., 
has appointed Milton Paull 
sales representative for the 
company’s lines in New York 
State. 


v 


Lawn-Boy Div., Outboard 
Marine Corp., Lamar, Mo., 
has appointed Donald E. Ca- 
rothers representative in 
Ohio, West Virginia, Mary- 
land and Pennsylvania. 

Vv 


Jacobsen Mfg. Co., Racine, 
Wis., has named James L. 
Pettit district sales manager 
for the state of Florida. He 
had been a sales and service 
representative covering the 
southern states for a promi- 
nent lawn mower manufac- 
turer. 


v 


McKinney Mfg. Co., Pitts- 
burgh, Pa., has appointed 
Anderson O’Day representa- 
tive in eastern and central 
Ohio and northwest Pennsy]- 
vania. 


v 


Reynolds Metals Co., Louis- 
ville, Ky., has promoted Rich- 
ard J. Saurs to Chicago re- 
gional sales manager. Mr. 
Saurs joined the company in 
1953 as a consumer salesman 
and later became market 
manager of the consumer di- 
vision’s hardware sales. 


Vv 
North & Judd Mfg. Co., 


New Britain, Conn., has 
transferred two sales repre- 


sentatives. Donald Borkow- 
ski has moved from the home 
office to the San Francisco 
office. John Butler has moved 
to the Dallas, Tex. office from 
Chicago. 


v 

Bolens Products Div., Food 
Machinery and Chemical 
Corp., Port Washington, Wis., 
hasappointed Clifford E. 
Glader sales representative in 
northern Illinois. He former- 
ly was associated with the 
Midland Co. 


v 


Rubberset Co., East New- 
ark, N. J., has named Les L. 
Snyder representative in the 
St. Louis territory. He re- 
places Richard J. LaRoza 
who is now serving in the 
armed forces. 

Vv 


Glynn-Johnson Corp., Chi- 
cago, Ill., has appointed Rob- 
ert A. Krumholz representa- 
tive for builders’ hardware 
and hardware specialties in 
Illinois and eastern Wiscon- 
sin. 

ss 


Fuller Tool Co., Inc., New 
York, has named James E. 
Reinthal direct factory con- 
sultant covering New En- 
gland, New York State, and 
the South. 

v 

Musgrave, Inc., Spring- 
field, Ohio, has appointed 
Bernard M. Wiltgen district 
sales manager of the north 
central states. 

v 


Harrington & Richardson, 
Inc., Worcester, Mass., has 
appointed George Early mid- 
west regional sales manager. 
Mr. Early was formerly a 
salesman in the midwest. 

v 


DeWalt Inc., Lancaster, 
Pa., has assigned territories 
to three district sales man- 
agers. J. H. Eigenberger, 
Milwaukee and down-state 
Ill.; William F. Styer, Lan- 
caster, Pa.; James W. An- 
derson, Houston, Tex. 


v 


Billings & Spencer Co., 
Hartford, Conn., has named 
Charles E. Silver representa- 
tive covering part of Illinois, 
Indiana, southern lowa, Mis- 
souri, Kansas, and Nebraska. 
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Get the best . 






HOSEMASTER 


Exclusive pistol grip con- 
trol. Precision designed and 
quality produced to be the 
world’s best hose nozzle. 
Leakproof and non-corro- 
sive. 





gilmour LAWNMASTER 


SPIN-BOY sprinkler. Pat- 
ented working design. Sim- 
ple, rugged construction. 
Fan-like spray over 1000 
sq. ft. Light weight. Can't 
rust or clog. 








gilmour hosemaster 
INSECTICIDE SPRAYER 


Fits garden hose for accu- 
rate mixtures without pre- 
mixing liquids. Up to 100 
gals. of solution without re- 
filling unbreakable  con- 
tainer,. 







Factory 
GUARANTEED 


‘p 








"OT as ero 


GILMOUR 


GILMOUR 


...and watch those profits 


Ae 


grow! 


< 


gilmour LAWNMASTER 
TWIN-SPIN sprinkler. 











. by the 


with uniform coverage. 


gilmour REELMASTER 


Fiberglas 2-way hose reel 
attaches directly to faucet 
or stakes out on lawn with 
special holder. Holds up to 
175 ft. of garden hose. 








of pistol grip hose nozzles. 


write for FREE 


jiterotr® 


MANUFACTURING CO. @ SOMERSET, PA. 
HOSEMASTER PRODUCTS 


HARDWARE AGE, 
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Full | 
rotating at constant speed | 
at pressures from 20 to 100 | 
lbs. Sprays over 1800 sq. ft. | 


world's largest manufacturer 


<SP) SPYRAL BLADES 


Saws up or down, right or left...in circles 
SAWS METAL, WOOD, PLASTIC, ETC. 


AS ADVERTISED IN 
q POPULAR MECHANICS 
A AND POPULAR SCIENCE 
» 




















: 








TYLER SPYRAL HACKSAW BLADES 


really move off the counter in this clever display box, helps you 
sell more frames too! They fit any standard hacksaw frame. Each 
blade is formed from specially hardened steel to permit cutting 
metal as well as softer materials. Changes from flat to Spyral 
blades take only seconds. Display contains 1 Doz. cards of 3 
blades each to retail at 89c per card. 


Order now...available at mest 
HARDWARE JOBBERS...or write 


TYLER MANUFACTURING CO., INC. 
1005 W. ARBOR VITAE AVE., INGLEWOOD, 


























Easy-to-clean means easy sales... 
lots of them! 








STAINLESS STEEL . 
FLINT-WARE 


“Easy-to-clean” is the cookware quality wanted most by 
67.4% of the women questioned in a recent survey. That’s 
why women love Stainless Steel Flint-Ware . . . cleans easily 
without special pastes or powders. 





No wonder Stainless Steel Flint-Ware is gaining in sales... 
while other types of quality cookware decline. Flint-Ware 
works three ways to make customers beat a path to your 
store: superior quality ... complete line . . . and by far the 
Strongest national advertising support in its field. So jump 
on the bandwagon for a ride to higher profits! 
Ekco Products Co., Chicago 39, Illinois 
..-the greatest name in housewares 





oS. 








i. 





Thirteen New Members 
Named By Toy Makers 


The Toy Manufacturers of 
the U. S. A., Inc. has elected 
13 toy manufacturers. to 
membership since Jan. 2, 
1957. The organization is the 
official association of the 
American toy industry. 

New members are S. S. 
Adams Co., Asbury Park, 
N. J.; Carnival Toy Mfg. 
Corp., N. Y.; Clever Idea 
Co., Inc., Brooklyn, N. Y.; 
Empire City Toy & Novelty 
Co., N. Y.; LO-E Mfg. Corp., 
N. Y.; Payton Products, Inc., 
ms Ee 

Midwestern companies 
elected are A & E Tool and 
Game Co., Rockford, IIL; 
Bissell Carpet Sweeper Co., 
Grand Rapids, Mich.; Cleve- 
land Cleaner & Paste Co., 
Cleveland, Ohio; Master In- 
dustries, Inec., St. Paul, 
Minn.; Trim Molded Prod- 
ucts Co., Inc., Burlington, 
Wis. 

One southern company was 
admitted. This is E. Simon’s 
Sons, New Orleans, La. 

In the southwest, Mangold 
Toy Co., Inc., Granbury, Tex. 
became a member of the toy 
association. 


Merrill in Top Sales 
Post at Behr-Manning 


Henry R. Merrill has been 
elected vice-president in 
charge of sales of Behr- 
Manning Co. Div. of Norton 
Co., Troy, N. Y. 

Mr. Merrill joined the com- 


HENRY R. MERRILL 


pany in 1930. He has been 
general sales manager since 
1955. 


Pot & Kettle Meeting 


The National Pot & Kettle 
convention will be held June 
23-26 at the Stanley Hotel, 
Estes Park, Colo. 
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ARTHUR L. SHIRLEY 


Speco Names Shirley 
Sales Promotion Head 


Arthur L. Shirley has been 
appointed sales promotion 
manager of Speco, Inc., 
Cleveland, Ohio. 

Mr. Shirley had been as- 
sociated with GibsonHomans 
Co. and Minneapolis-Honey- 
well Regulator Co. 


Myers Establishes 
Two New Divisions 


F. E. Myers & Bro. Co., 
Ashland, Ohio, has establish- 
ed two new sales divisions 
for its products. 

J. F. Simmons has been 
named sales manager for the 
water system division. He 
has been with the company 
since 1926. William Lasiter 
will be the division’s product 
manager. 

Raymond D. Morr is the 
special products division sales 
manager. Mr. Morr joined 
Myers in 1934 as a salesman. 


Yale & Towne Expands 


Yale & Towne Mfg. Co. 
has bought Thomson Hard- 
ware Div. of Standard-Thom- 
son Corp. Thomson’s manu- 
facturing operations will be 
transferred from Vandalia, 
Ohio, to the Yale Lock & 
Hardware Div. plant at 
Salem, Va. Thomson’s sales 
force has been added to Yale 
& Towne’s. 


Hardware Club Affair 


The Hardware Square 
Club of New York will have 
its 27th annual shore dinner 
at the Sheraton-Astor Hotel 
on May 2. Hotel’s grand ball- 
room will be transformed in- 
to a replica of a Japanese 
street scene for the event. 


News of the Trade 


OBITUARIES 














Floyd E. Griner 


FLOYD E. GRINER 


Floyd E. Griner, 67, direc- 
tor of purchases for the 
Arizona Hardware Co., 
Phoenix, Ariz., died March 
27 from a heart ailment. Mr. 
Griner joined the QO. S. Stap- 
ley Co. retail store in 1910. 
Later he became part of the 
staff of Arizona Hardware 
Co., Stapley’s wholesale op- 
eration. 


Charles M. Eggerth 


Charles M. Eggerth, 78, 
retired sales representative 
for Electric Soldering Iron 
Co., Deep River, Conn., died 
April 11 in the Irwin Nurs- 
ing Home, St. Albans, Conn. 
Mr. Eggerth sold to the hard- 
ware trade for 50 years. The 
last 30 of those years were 
with Electric Soldering Iron 
Co. 


Fred H. DeVore 


Fred H. DeVore, 64, owner 
of a hardware and farm sup- 
ply store in Ferndale, Wash., 
died of a heart attack on 
Feb. 7 while shoveling snow 
at his store. The long-time 
hardware veteran was a past 
president of the North Coast 
Hardware Association. 


Leo R. Weeks 


Leo R. Weeks, 65, treasurer 
of Walz Hardware, Saginaw, 
Mich., died of a heart attack 
at University Hospital, Ann 
Arbor, Mich. on Feb. 24. Mr. 
Weeks had been with the firm 
for 40 years. 


Irvin L. Lindke 


Irvin L. Lindke, 58, owner 
of Lindke Hardware, Cros- 
well, Mich., died in Mercy 
Hospital, Port Huron, Mich., 
on Feb. 24 after a long ill- 
ness. 


John W. Leonard 


John W. Leonard, 67, 
owner of the Leonard Hard- 
ware Store, Russellville, 
Ark., died after a heart at- 
tack March 13. Mr. Leonard 
had operated the store, 
founded by his father, since 
19138. 


Henry M. Kilgore 


Henry M. Kilgore, 75, for- 
mer Tampa, /*la., hardware 
store owner died March 27 
in a Tampa hospital. Mr. 
Kilgore, a pioneer seedman, 
established Kilgore Hard- 
ware-Auto Parts, Inc., Tam- 
pa, in 1933. The store 
branched into another Tampa 
store before he sold the busi- 
ness to his son, Madison A. 
Kilgore, in 1952. 


Henry C. Sandrock 


Henry C. Sandrock, 62, 
vice-president of National 
Ideal Co., Toledo, Ohio, died 
March 31 following a heart 
attack. Mr. Sandrock joined 
National Ideal about nine 
years ago and was director 
of purchases. 


Walter S. Johnson 


Walter S. Johnson, a vet- 
eran in the builders’ hard- 
ware field, died April 11. Mr. 
Johnson had been sales man- 
ager of P. & F. Corbin Div. 
of American Hardware Corp. 
at one time before he moved 
to Atlanta, Ga., to found his 
own sales agency specializing 
in builders’ hardware. He 
entered the hardware indus- 
try as a stock boy with 
Honeyman Hardware Co., 
Portland, Ore., and eventu- 
ally moved to Van Camp 
Hardware & Iron Co., whole- 
saler in Indianapolis, Ind., 
before joining P. & F. Corbin. 
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A report in pictures of events in the trade 





HA Photo Angles 


Above, more than 130 Seidlitz salesmen and representatives from a 20-state area attended the 47th annual sales convention 
of Seidlitz Paint & Varnish Co., Kansas City, Mo. Highlights of a 20-state spring paint promotion were revealed to the gathering. 


These men are discussing the recent sale of Jackson Hardware 
Co., Inc., Durango, Colo. (See story on page 210 of the 
April 11 HARDWARE AGE). Jackson's was purchased by 
James French and sons. The store, founded in 1885, was 
named Brand Name Retailer of the Year in 1953 by the 
Brand Names Foundation. Management of the store will be 
handled by Doyle French, Carl French and Fred Close. Shown 
in photograph are, left to right, Otto Schoser of Jackson; 
Carl French, Joe Schober, Jackson; Doyle French and Jackson 
Clark, president of Jackson. 


H. M. Garton, Becker, Liebers, Stephenson, Tobin. 


HARDWARE AGE, APRIL 25, 1957 


Above, Pecora Paint Co., Inc., Philadelphia, Pa., recently held its annual winter sales convention in Philadelphia. Members 
of the staff who attended the annual meeting are shown left to right. 


Hibbert, Strobel, Dennison, Allen, Clement. Back row: Wilson, H. W. Garton, Fries, Bole, James Crowe, Moore, Guthrie, 


Front row: Humphries, McGinnis, Reynolds, Oster, 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 
(Special Rate) set solid, maximum 
words 
Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded te box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close weeks 
prior to publication date. 


Remittance 
of check or 
stamps. 


must accompany order In form 
money order, not currency or 











Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








DISTRICT SALES MANAGER 


Established, nationally-known Hand Tool Manufac- 
turer is looking for man located in Kansas City area 
to sell to hardware and industrial distributors in 
Kansas, Nebraska, lowa, Missouri and Southern 
lilinois. Territory already established. Position 
provides security, adequate compensation, company 
car, all fringe benefits and pension. Age 30-45. 
Experienced with proven sales record and known in 
this territory. Replies will be treated with full 
confidence. 


Address Box 439, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 

















GARDEN SUPPLY REPRESENTATIVE. 
Due to policy change, most territories now open 
for manufacturers representative specializing in 
garden supplies, carrying no more than four lines. 
This is a packaged item sold through hardware, 
garden supply distributors. 125 leading whole- 
salers now distribute this product. We are leader 
in industry, rated AAA-1. Address: Box 435, 
care of Harpware AGE, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 











PAINT BRUSH SALESMEN 


Established successful manufacturer with powerful line 
has open territories for sales producers. Prefer men 
calling on paint, hardware, lumber dealers and large 
industrials. Will consider sideline men. We operate 
New York and Atlanta warehouses. 


Address Box G-2, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















OLD ESTABLISHED NEW YORK BUILD- 
ERS HARDWARE FIRM CARRYING TOP 
LINES LOOKING FOR REPRESENTATIVES 
IN THE FOLLOWING AREAS: Central and 
Western New York State, Ohio, New England 
States, Southern New Jersey, Pennsylvania, West 
Virginia and Maryland. High Commission. May 
be carried as a sideline. State experience and 
lines carried. Address: Box 323, care of Harp- 
—— Ace, Chestnut & 56th Sts., Philadelphia 39, 
a. 





EXCLUSIVE PROTECTED TERRITORIES 
open for nationally distributed unique water re- 
placement plumbing specialty item packaged for 
sale to plumbing supply houses, hardware distrib- 
utors and retailers. Unique demonstration sells 
8 out of 10 on first call. Address: Box 115, care 
of Harpware AGE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SALES REPRESENTATIVE WANTED 
FOR ESTABLISHED PAINT BRUSH MAN- 
UFACTURER; liberal commissions; protected 
territories; good opportunity for salesmen having 
contact with retail hardware, paint, lumber, etc.., 
stores. Open territories: Michigan, New York. 
California, Florida, Wisconsin-Minnesota and 
West Pennsylvania. Write us full details. Ad 
dress: Box 440, care of Harpware AGez, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 
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Paint Brush Salesman 


Prominent paint brush manufacturer has open terri- 
tories for successful sales producer. Prefer men now 
ealling on paint, hardware, lumber dealers and indus- 
trials. Protected territories. Established wh et will 
also consider sideline man or manufacturers’ agent. 
Address Box |16, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








THE WORLD'S BEST!!! 
*% SLIP-EASE 
HANDYSTICK 


Lubricant for wood, metal windows, doors, draw- 
ers, etc., needs greater national representation! 
Jobbers, commission salesmen write at once! 


Laffer ind., 2563 Lincoln Bivd., Bellmore, L.1., N.Y. 

















TOOL SALESMAN 


Long established manufacturer of high-quality me- 
chanics hand toals desires a full-tim lesman to 
cover Pennsylvania, Maryland, Delaware, West Vir- 
ginia, and District of oc Columbia. Our products are 
distributed to hardware and industrial supply houses. 
Prefer salesman living in large city. Please write 
giving particulars as to experience, present position, 


education, etc. 
Address Box eare of HARDWARE AGE 
Chestnut & sth ‘Streets, Philadeiphia 39, Pa. 

















SALES REPRESENTATIVES 
by manufacturer of floor wax applicators, refil! 
pads, polishing bonnets and discs for all types of 
polishing machines, sponges, and imported 
chamois. We are prime suppliers, with a com 
plete line in each of above items. Sold in vol- 
ume to distributors of hardware, sanitary sup- 
plies, paper, restaurant, hotel, school, hospital, 
government, institutional and building supplies, 
and to many other manufacturers. High quality 
merchandise, attractively packaged, competitive 
prices, quantity discounts, and liberal freight al 
lowances, will enable a qualified salesman to 
make this line the largest selling line in its field. 
in his territory. Must be able to give thorough 
and frequent coverage, and carry no conflictine 
items. Top commissions. Several teritories now 
open. Beverly Manufacturing Co., 10 Roland St., 


WANTED 


| Boston 29, Mass. 





MANUFACTURERS’ REPRESENTATIVES 
WANTED. Manufacturers’ Representatives now 
calling on Hardware distributors and jobbers 
wanted to handle line of polyethylene flexible 
pipe. Reply giving territory covered, number of 
field men working, number of wholesale accounts 
being sold. Most territories open. Reply: Con- 
solidated Pipe Company of America, 1066 Home 
Avenue, Akron 10, Ohio. 











DISTRICT SALES MANAGER. Established. 
nationally known Hand Tool Manufacturer is 
looking for man located in Charlotte-Raleigh areas 
to sell to hardware and industrial distributors i” 
North Carolina, South Carolina, Southern Vir- 
ginia, West Virginia and Eastern Tennessee. 
Territory already established. Position provides 
security, adequate compensation, company car, 
all fringe benefits and pension. Age 30-45. Ex- 
perienced with proven sales record and known 
in this territory. Replies will be treated with 
full confidence. Address: Box 438, care of Harp- 
ware AGeg, Chestnut & 56th Sts., Philadelphia 39. 
Pa. 





LOOKING FOR A PROFITABLE PAINT- 
BRUSH LINE? We are well known national 
manufacturers of high quality, competitively 
priced paint brushes of every description; pure 
bristle and nylon. Several lucrative territories are 
now available. Very high commission, protected 
territories, all shipments prepaid. State full par- 
ticulars in first letter. All replies confidential 
Address: Box 228, care of Harnware AGE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 














BUDGET PRICED PAINT LINE OPEN 


to qualified salesmen and agents. Protected territory. 
Liberal Commissions. Many partially established 
territories open. Guaranteed quality paints priced to 
retail from $1.98 to $3.98 in Acrylic, Alkyd, and Oil 
bases, in Whites and colors, in all finishes for inside 
and outside use. Set up for private labels. Volume 
discounts available. Freight prepaid 


PROCTOR PAINT AND VARNISH COMPANY 
Box G-630, Yonkers, New York 

















HARDWARE SPECIALTY REPRESENTA. 
TIVES. New territories open for SNO-DOZER, 
nationally advertised patented hand snow re 
mover. Removes snow in minutes instead of 
hours. Saves heart, back strain. No bending, 
lifting, heaving. Glides on sled runners over 
any surface. Thousands sold last season. $4.95 
retail. Used year-round for removing leaves, 
leveling dirt, cleaning barns, poultry houses 
Liberal commisison. Sales aids furnished. Give 
lines carried, territory covered. Royal-T Products 
Co., 811 Wyandotte, Kansas City 5, Mo. 





SALESMAN PLUMBING SPECIALTIES to 
sell for established national distributors, exclusive 
territory, 10% commission. Write full details 
with references. Replies confidential. Akron Sup- 
niy Co., Ine., 216 Grand Street, Brooklyn, New 
York. 





VOLUME LINE of Handtools 
Supplies—Import and Domestic. Line sells to 
Hardware, Automotive and Rack Jobbers, Chains 
and Catalog Houses. Some choice territories 
available. Address: Box 421, care of HARpWare 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 


and Garden 








LIVE WIRE COMMISSION SALESMAN 
WANTED by established hardware manufac- 
turer for state of Wisconsin. Exclusive territory. 
Major line. Write fully. Address: Box 434, care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, department, 
variety and chain stores. Good commissions. 
Write: Midwest Plastics Mfg. Co., 208 Bates Ave- 
nue, St. Paul 6, Minn. 








MANY DESIRABLE TERRITORIES STILL 
OPEN for the sale of Bright wire hardware, 
carded hardware, etc., to wholesale distributors 
only Prime manufacturer. Address: Box 441, 
care of Harpware Acer, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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Accounts Wanted 


j 





Help Wanted 


Business Opportunities 








REPRESENTATIVES 


Covering all classes of jobbers. Can render reliable, 
uggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Louis- 
ville. We carry the account or you can bill direct. 
Inquiries invited. Write ANCO Corporation, 7 Wood 
Street, Pittsburgh 22, Pa. 














MICHIGAN AND NORTHWEST OHIO 
e represent nationally known line of electric 
hand tools, same in high speed and masonry drill 


bits. Require additional line to sell chains, dis- 
tributors in hardware, electrical and automotive 
fields. Address: Box 427, care of HARDWARE AGE, 


Chestnut & 56th Sts., Philadelphia 39, Pa. 








MANUFACTURERS REPRESENTATIVE 
EXPERIENCED IN PROMOTION 


advertising, and buying work as well as in selling 
would like to contact manufacturers needing help in 
establishing their lines in Western Pennsylvania. 
Eastern Ohio, and Northern West Virginia. Good 
knowledge of hardware, housewares, sporting goods, 
and farm and garden merchandise. 


Address Box 331, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














MANUFACTURERS’ 
STATE OF FLORIDA. Resident twelve years. 
Excellent following in Hardware and Building 
Supplies trade; also industrial and plumbing out- 
lets. Power tool sales and promotional experi- 
ence. Want one high volume account. Will give 
your line complete and aggressive coverage for 
State. Address: Box 333, care of HARDWARE AGE, 
Chestnut & 56th St., Philadelphia 39, Pa. 





REPRESENTATIVE 








AGENT CALLING ON HARDWARE, MILL 
SUPPLY and Electrical jobbers desires a line of 
disposable or repeat item. Territory—West Penn- 
sylvania, Ohio, West Virginia or part of. Ad- 
dress: Box 411, care of Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





WESTERN PENNSYLVANIA, OHIO AND 


WEST VIRGINIA. Additional lines needed cov- 
ering all classes of trade including hardware. 
houseware, industrial supply and paint jobbers. 
Also calling on chains and department stores. 
Organization established many years. Address: 


Box 430, care of HARDWARE AcE. 


Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





MANUFACTURERS’ AGENT, WELL ES.- 
TABLISHED, experienced, offers superior rep- 
resentation in Metropolitan N. Y.-N. J. to hard- 
ware, tool and garden manufacturers. Thorough 
and efficient coverage of hardware, tools, elec- 
trical, garden, wholesalers, catalog houses, chains, 
dept. stores. Excellent reputation in trade. Ad 
dress: Box 433, care of Harpware Ace. Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





LINE WANTED. Manufacturer’s Represen- 
tative desires one additional line for Minnesota 
Area. Presently representing 2 of largest selling 
brands in U. S. Organization headed by Univer- 
sity of Minnesota. Grad. and Air Force Reserve 
oficer. Address: Box 429, care of HARDWARE 
Act, Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVE 
giving full coverage to the state of Alabama, 
wants established and accepted volume line for 
Hardware, Marine, Tackle and Sporting goods 
jobbers. Address: Alabama Agent—-Box 9952, 
Center Point, Alabama. 





Help Wanted 





PAINT BRUSH SALESMAN of high calibre 
and proven sales record—wanted by prominent 
brush manufacturer for Middle Atlantic territory. 
Excellent opportunity for the right man. Full-time 
man only. No manufacturers’ agents. Straight 
commission or salary. Replies strictly confidential. 
Our men know of this ad. Address: Box 422, 
care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 
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Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 

















YOUNG PAINT BRUSH SALESMEN ex- 
perienced preferred—wanted by reputable manu- 
facturer to cover Paint, Hardware, and allied 
trades. Several openings along Eastern Seaboard, 
from New York State to deep South; also North 
Western territory east of Rockies, from Missis- 
Valley to Montana. Full-time men only. 
No manufacturers’ agents. Liberal straight salary 
or straight commission. A real opportunity and 
excellent earnings for those who can qualify. Our 
men know of this ad. Address: Box 423, care 
of Harpware AGg, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





W ANTED—Salesman for a large nationally 
known screw manufacturer. Preferably a college 
graduate. Knowledge of fasteners and applica- 
tions and sales experience with or through indus- 
trial distributors desirable. Must be willing to 
travel. Straight salary plus expenses. All fringe 
henefits. Openings in Atlanta, Cincinnati, Los 
Angeles and Houston. Excellent opportunity 
write give full details. Address: Box 403, care 
of Harpware Acer, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





BUYER WANTED! Buyer for Middle West 
Hardware Distributor electric power tools and 
fishing tackle lines. City of 120,000 population. 
Experienced in buying, not over forty-five years 
of age. Address: Box 436, care of HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





MEDIUM SIZED MID-WESTERN WHOLE- 
SALER undergoing major reorganization and 
pointing toward substantial sales increase, desires 
services of three competent men to serve in posi- 
tions of Departmental Merchandise Managers. One 
position is available in housewares, one in sport- 
ing goods and toys, and one in builders and heavy 
hardware. Primary requirement is ability to mer- 
chandise and build sales through established sales 
force of over 30 men. Will also have responsibil- 
ity for buying, turnover and profit of department. 
Apply to Address: Box 437, care of HAarpWarReE 








Business Opportunities 


MOST SENSATIONAL OFFER EVER 
MADE! Your name and address embossed FREE 
in beautiful, raised letters on 100 different key 
blank numbers. Permanent and distinctive. Elimi- 
nates hand stamping. Any quantity—any assort- 
ment. Ask for bulletin No. 756. HAZELTON 





CHAIN CO., 81 Kemble St., Roxbury 19, Mass. | 





ABSOLUTELY MUST SELL. Owner sick 
Hardware store long established. Small town in 
beautiful valley near Spokane, Washington. Di- 
versified farming, logging, lumber mills, mining 
and the largest Magnesite plant in North America 
Excellent schools and churches. Clean stock; 
brick building. Potential great. Address: Box 
M-35, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





HARDWARE STORE IN JACKSONVILLE, 
FLA. 10,000 sq. ft. floor space, 15 years to go 
on long lease at a good low rent. Busiest inter- 
section in city and in fastest growing industrial 
part of town. Will sell all or I will sell half in- 
terest to right party for $35,000.00. Address: Box 
424, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





FOR SALE HARDWARE STORE long estab- 
lished in fine community, tools, paints, electrical, 
siumhine. housewares; forty by sixty foot store, 
may rent or purchase building, inventory and fix- 
tures approximately thirty thousand, flexible ar- 
rangements, owner to retire; I. and G. Hardware, 


Fred Ivett, 5158 York Blvd., Los Angeles, Calif. 





LIGHT HARDWARE, GIFTS, HOUSE- 
WARE, PAINT, Toys and Sporting Goods.. Es- 
tablished ten years. Corner location on Main 
Street of rural community in center of avocado 
and citrus empire of fast growing southern Cali- 
fornia. Clean stock. Store remodeled in 1956. 
Leased building. Reasonable rent. Owner, P. O. 
476, Fallbrook, Calif. 






































DO YOU WANT TO RAISE CASH? 
DO YOU WANT TO SELL OUT? 


if you want a sale, reduction, money raising, 
removal or closeout, get America’s most re- 
liable and productive sales plans. Send for 
prospectus today. 

J. H. VOLL SALES SERVICE 
115 West Main St. Madison, Wis. 














HARDWARE STORE, SOUTHERN PART 
OF NEW YORK STATE, old established busi- 
ness located on Main Street. Town of 8,000, mod- 
ern store front and fixtures, clean stock, hard- 
ware, housewares, and paint, plumbing and heat- 
ing business, leased building reasonable rent, sell 
at inventory plus fixtures and equipment complete. 
Owner has other interest. Address: Box 110, care 
of Harpware Acgz, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





Positions Wanted 


FOR OVER THIRTY YEARS I have been 
calling on the hardware and housefurnishing trade 
in the metropolitan area of New York and have 
made many life long friends with both the whole- 
sale and retail accounts. [I would like to take on 
a well established hardware or builders hardware 
manufacturer or any new item or items in this 
field, provided of course, that it has merit, as 
I have had the experience of building up items 
from scratch. I work on a straight commission 
basis. Address: Box 432, care of Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





—————— 





MARRIED AN WILLING TO RELOCATE. 
Experienced Southern representative recently cov- 
ering dealer and jobber trade desires to repre- 
sent a houseware mfr. Capable of offering sound 
future based on initiative and sales record. Con 
tact: E. William Scherer, 1011 Mayer Ave., 
Louisville, Ky. Melrose 7-9852. Telegrams collect. 





SALES AND ADVERTISING EXECUTIVE 
prepared to develop and manager product line 
for progressive company. Highly successful rec: 
ord in sales and sales management of nationally 
distributed products. Thoroughly familiar: Mar 
keting-Advertising-Sales Promotion-Product Devel- 
opment. Reply to Address: Box 428, care ot 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa, 





ABLE. AGGRESSIVE WHOLESALE 
SALESMAN desires connection with Manufac- 
turers Agent, calling on distributors in San Fran- 
cisco area. Twenty-one years’ experience calling 
on retail hardware and lumber dealers. Best of 
references as to honesty, sincerity and ability. 
Address: Box 329, care of HArpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





REAL LIVE WIRE, 30 years of age with 10 
years’ wholesale selling experience in all phases 
of hardware, hand tools, garden supplies and 
builders hardware. Looking to better himself. 
Have good’ experience training salesmen and have 
traveled doing same. I have proven sales abil 
ity and records to match. Would like to tie up 
with good progressive wholesaler in management 
or manufacturers representative. Address: Box 
426, care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





CATALOG & PRICE BOOK MAN, 15 years’ 
experience hardware, housewares and related lines, 
available. Compiles salesmen, home office, dealer 
and also consumer catalogs, either printed (Offset 
or letter press) or assembled, factory supplied cata- 
log sheets. Thorough knowledge of all duplicating 
and printing (Varityper, Multilith) processes. 
Capable to set up entire system, organize depart- 
ment, indoctrinate your office staff. Obsolete books 
brought up to date. Fee basis—saves you a great 
deal. Address: Box 414, care of Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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Clear Fioor Finish with 


FRESH PINE SCENT 
means fresh profits for you! 
Smells better! Sells better! Fast- 
drying! Waterproof! Nationally ad- 
vertised! Free self-service display 
rack! Lithographed package! 


Write today! 
The Seaboard Lacquer Co. 
Baltimore 15, Maryland 


or petites. 
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Coming!... from 


America’s Leaders in OUTDOOR GRILLS 


ROYAL CHEF 
MONTH 


For full details don’t miss the next issue 
of Hardware Age ! 

















WHAT'S NEW? 


Turn to pages 133-134 of 
this issue. The Quick Check 
Card properly filled out will 
bring you quickly the de- 
tails on new products that 


interest you. 


ITS QUICK—IT'S FREE 




















Index to Advertisers 





Acme Steel Co. 

Aluminum Co. of America 
Pigment Div. 

Ambroid Co., Inc. 


American Chain Div. 
Chain & Cable Co., 


Americu. 


| nqenete Machine and Foundry 


o., Wheel Goods D 


| American Screw Co 
Ames Co., O. 
| Apex Tire & Rubber Co..... 


Aristo-Mat Co. 


_Arro Expansion Bolt Co.......... 
| Arvin Industries, Inc. 


Elec. Housewares ..........63, 
Athol Machine & Foundry Co.... 


Bakelite Co., Div. of Union 
Carbide & Carbon Corp 


Black & Decker Mfg. Co..... 
| Bommer Spring Hinge Co., Inc.. 
| Borg-Erickson Corp., 
Brink & Cotton Mfg. Co.. 


ce. 
Brookville Glove Co...... 


Brown, Inc., John Clark.... ..... 
Brown Corp., W. R...... . 


Cc 


|_Calbar Paint & Varnish Co...... 
| Cable Electric Products Co. 


Cal-Dak Co., 
Chair Loc Co. 
Chattanooga Royal Co. 


| Cheslam Corp. 


Chicago Spring Hinge Co....... 

Chi-Namel!l Paint & Varnish 
Minnesota Paints, Inc. 

Columbian Rope Co. 


| Columbian Vise & Mfg. Co., 


Connecticut Valley Mfg. Co., The 


| Crescent Plastics, Inc. 
| Crescent Tool Co. 
Crown Rubber Co. 


Curtiss-Wright Corp. 
Plastics Div. 


| Dearborn Stove Co. 148 


Devcon Corp. 


DeWalt, Inc., Div. of American 
Machine & Foundry Co 


Donaldson Co., The ........ . 153, 160 


Dormeyer Corp. 
Power Tool 


| Draper-Maynard Co. 
| DuPont de Nemours & Co., Inc.., 


E. |., Polychemicals-Plastic Sales- 
Zytel 


| Dykem Co., 


Eagle Electric Mfg. Co., Inc 

Edwards Co., Inc. 

Ekco Products Co. .169, 171, 173, 175 
Engineered Products Co 


F 


Federal Hardware Products Div. 
Federal Aircraft Works 


Fitler Co., Edwin H. 

| Fletcher-Terry Co., The 
Forsberg Co., H. 

Frantz Mfg. Co. 

Fulton Bag & Cotton Mills 


G 


Gates Rubber Co. 

General Electric Co., Lamp Div. 562 
General Slicing Machine Co.... I71 
| Gibson Good Tools, 164 
Gilbert Co., A. C., 38 
Gilmour Mfg. Co. 175 


Goodrich Industrial Prods. Co. 
The B. F. Goodrich C 47 


Goodyear Tire & Rubber Co. 
Chemical Div. 64 


| Greenlee Tool Co. .............. 

| Gries Reproducer Corp. 96 
nC ek. ae eneewne ae 
Griswold Mfg. Co. 


H 


Hager & Sons Hinge Mfg. Co., C 


Hodell Chain Div. 
National Screw & Mfg. Co..... 


Hooker Glass & Paint Mfg. Co... 
Hoyt & Wortham Tanning Corp. 
_Huenefeld Co., The 

Hyde Mfg. Co. 

| Hy-Ko Products Co. 


' 
| 
| 


| Independent Lock Co 
eee eee GRP GOR... . cc ciweadeces ! 





J 


| Jackson Mfg. Co. ............45. 116 
| Jackson & Son Co., Thomas, The 173 


| 


| K 


| Keil A Se ae 
Kellogg Brush Mfg. Co 
Kimble Glass Co. 
Owens Illinois Giass Co 
| Klein & Sons, Mathias 





| Knape & Vogt Mfg. Co 
20 | 


L 


Lamson & Sessions Co 


Landers, Frary & Clark 
| Universal 


_Lawn-All Corp. 
Midiand Prods. Co. 


_Lawn-Boy Div. 
| Outboard Marine Corp. ...... 


_Libbey-Owens-Ford Glass Co.., 
Window Glass Div. ........... 26-27 


Lufkin Rule Co.., 
Lummis Mfg. Co. 





HARDWARE AGE, APRIL 25, 1957 











Index to Advertisers 








Sheldon-Wells Co. 


Siebert Co., 





Sheffield Steel Div. 
Armco Steel Corp. 


Shuford Mills, Inc 

Smith & Sons, Seymour 
Southern Screw Co. 
Standard Tool Co. 
Stanley Works 
Star Mfg. Co., 


“see een eee neee 


“eee e ee ene e een eee 


Div. 


Illinois Iron & Bolt Co...... 
Products Co........ 


Star Metal 
Stevens, Walden, Inc. 


Stratton & Terstegge Co., 
Falls City Div. 


Swift & Co., Vigoro Div...... 


| Swing-A-Way Mfg. Co. 
| 





| Tate 
| Taylor Chain Co., 


| Tilette 


| Village 


Wen Products, 
Western Lock Mfg. Co........ 

















M 

Marshalltown Trowel Co......... 182 
ee ea caees 23 
i I i ieee 182 
McGill Metal Products Co be wien 153 
McKinney Mfg. Co. ............ 131 
Mel-O-Wax Products, Inc. 165 
Metal Engineering Co. .......... 121 
Meyer Merchandising Service.... 116 
Midland Products Co., 

oS ea ae ear 172 
Miller & Co., Inc., Robert...... 182 
Milwaukee Tool & Equipment Co. 120 
Minnesota Mining & Mfg. Co.... 165 
Minnesota Paints, Inc. 

Chi-Namel Paint & Varnish Co. 117 
Morse-Starret Prods. Co.......... 169 | 
Serene Gan se hen sccacks cee 157 

N 
Le EE 129 
Nationa! Mfg. Ce. ............. 135 | 
National Metal Products Co..... I15 
National Screw & Mfg. Co...... 183 
National Screw & Mfg. Co.., 

Hodel Chain Div. ............. 35 | 
National Steel Cabinet Co...... 48 
New York Wire Cloth Co. 

ey. Ce ES ¢ knives ans owen 46 | 
North & Judd Mfg. Co........... 93 
ee  , 154 

Oo 
O-Cedar Div. 

American Marietta Co. . 159 | 
Olin Mathieson Chemical Corp. 

Winchester Western Div. 10] 

P 
Ps: as I . 47 
Parker Sweeper Co.......... 43 
Patterson Sargent Co. ........... 30 | 
Pennsylvania Saw Corp. bana ae 
Peoria Metal Speciality Co....... 62 | 
Pioneer Gen-E-Motor Corp. ..... 90 
Sf Bear a Seepiper soe 163 
Portable Electric Tools, Inc....... i 
Se Se We On bn < on bica Udhes 64 
Proto Tools Co., Div. of 
Pendieton Tool Industries........ 143 
» 
Remington Arms Co. 

. 1. DuPont DeNemours & Co., 

rie o ccth cea dhuds eebtasne 
Republic Steel Corp. ........ 102-103 
Reynolds Metals Co. 

Pigment Div. Do-It-Yourself .. 57 
Ridge Tool Co., The............. 141 
S 

Savage Arms Corp. 

PRE ME dnc ode BERS occ ctes 49 
Rag ree ee 118 
Seaboard Lacquer Co., The ..... 180 
Sharon Bolt & Screw Co......... 152 









Tait Mfg. Co. 
Co. 


Taylor Lock Co. 

Cement Co. 
True Temper Corp. : 
Tucker Duck & Rubber Co.. 
Turnbuckles, Inc. 


Mfg. Co. 


U. S. Expansion Bolt Co. 


“ef 


**e 


*e*-* 
“**ee teen eee 


“ee 


“ee 


“ee 


Turner & Seymour Mfg. Ce... 
| Tyler 


** 
** 


. 145 


United States Plywood Corp., 


_ Industriai Adhesives Div.—Glues 
| United States Rubber Co., 


U. 
Royal Bicycle Tires 


United States Steel Corp., 
National Promotional Cam- 
paign (Shower) S ea'ee 


v 


Blacksmith Co. 


Ww 


Washburn Co., The 


Water Master 
Toilet Tank Ball 


Weller Electric Corp. 
Inc. 


Wheeling Corrugating Co. 
Whitehall Metal Studios, 


Wickwire Spencer Stee! Div. 
Colorado Fuel 


Williamsburgh Blacksmiths 
Wisler Western Arms ........ 
Wiss @ Same GA, Ceci cccccccce 
Witt Cornice Co. 
Wonder 


Products Co. 


Xcelite, Inc. 





Yoder Mfg. Co. 


HARDWARE AGE, APRIL 25, 1957 





“see eeeenee 


“eee eee ener 


| 


& Iron Corp... 


13 
S. 


. . 108-109 


“ee 


ie WA 




















iE 


































Write for free GREENLEE 
@ Hand Tool Catalog No. 35-H 


Multiply sales . 


. sell chisels by the set. . 
in rolls, fiberboard boxes, wood cases. 


GREENLEE 





GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 














FREE 


DISPLAYS 
WITH ALL 
"ASSORTMENTS 


WRITE FOR FREE 


BULLETIN S-7 


HY-KO° PRODUCTS CO. 


A SURE-FIRE SELLER 
OVER 80 
POPULAR SIGNS 


available. Size 
3/,"" x 9/2". Ex- 
pertly styled, tops 
in eye appeal; 
easiest to read 
day or night; use 
indoors or ouf. 
Highest quality 
materials and 
light reflecting 
beads. Write 
TODAY. 


CLEVELAND 
OHIO 














KEY-BAK key reel sells because handymen want it! KEY- 
BAK is pocket-watch size, sturdily constructed. Attached to 
the belt, it carries the keys on a 24” 


KEY-BAK key reel 
3 WANTED BY EVERY 


long stainless steel 
chain. Swedish clock spring reels keys in; 
keeps them safely at the wearer's side. 
GUARANTEED! A wonderful self-selling 
counter item. ORDER TODAY! Retail . 
$2.95. 
write direct to: 


- KEY-BAK 
. If your jobber can’t supply you vertised in such magazines 





East of the Mississippi CTL Company Wauses, Wisconsia 


LUMMIS MEG co 





is nationally ed- 


as POPULAR MECHANICS, 
SCIENCE & MECHANICS, 
MECHANICS WALUSTRATED, 
SPORTS AFIELD, etc. 


PASADENA & 








Kenberry GADGETS 
ARE PROFITABLE 


Sell fast, 


use little space. 


gets you display, the more — 
1. 


of each you sel 


A big variety means big ~ 
business, requires very little | 


space. A gadget 
draws customers. 


Kenberry line is your major — 

source for profitable gadgets. — 
King Size 10” Tongs 
4” Stainless Skewers 


More than 


Kenberry GADGETS 


counter | 
And the | 








ASK YOUR JOBBER 
R WRITE FOR LIST. 


| One Montgomery St., 









Belleville 9, N. J. 











BACK OF CARD, 


BARBECUE SET $1.00 Retail 
JOHN CLARK BROWN, 


Kenberry GADGETS 
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Powered To Sell More Accessories! 


World-famous B&D U-3 Drill has the power to drive any %” drill attachment 
(7) fast and efficiently. Most other drills lose speed when driving popular accessories 


e ee" like hedge trimmers, circular saws, orbital sanding attachments, masonry bits, etc. 
Y, Sell the U-3 and be sure of satisfaction—and more accessory sales—every time! 
¥ heck & Decker: World’s Largest Maker of Portable Electric Tools 


TILE TREADS 


Modern tile-matching stair 
treads in colors are a**must”’ 
wherever tile has the floor. 
And tile has the floor 

in your customers’ 
recreation rooms, 
hallways—all 


merit life for your stair 


house! So 


spemeaiene tread sales! 


Get Tile hy Contact your wholesaler 
Treads! | _ @r write directly to: 


/ RUBBER COMPANY 


Fremont: Ohio 








 Sriginat LOW NSEND 
Wire Stretcher 


SHOW IT .. 








. . and 
YOU'LL SELL IT! 


Every fencing customer, farmer 

and estate owner should own a wire 

stretcher to properly install and main- 

tain his fences. With the Townsend wire 

stretcher, one man can do the job quicker, easier, 

better. Many improved features make this favorite 
of 40 years even better. 


Manufactured and Guaranteed by 


| SHELDON-WELLS CO. Sess’: 


Townsend 

















Looking for New Sovdiauiies? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading “What's New," which appears in every issue on page 14. During each month HARDWARE 
AGE brings you more listings of new merchandise thar any other hardware magazine. 


HARDWARE AGE Chestnut & 56th Sts. Philadelphia 39, Pa. 
— PAPER AND PLASTIC DROPCLOTHS {/-."”"”*’ 


4 Retail price (PAPER) 59c and Up 
NOUNCED MAY-CREPE] Retail price (PLASTIC) 89c and Up 
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4 at oe a oie ats PE ote x Agee “ Set of 4 in a 
“ fin ; te — i? eee Rubber Expander 
; : Tubular Glide 
RUBBER CUSHION GLIDES eg | artom, Upholstery Nail 
Wonderful for all wood W 
and metal 
Glide softly, 
Adjustable Rubber ; smoothly. Set of 4 
ion Glide Bakelite Furniture Rest Sen 3-color card. 6 Siz 
¥, 


we O's 11/16", 1%”, 1%". 


| = PROMPT SHIPMENT Ml 
mmmagitte Ask your jobber, if he is not suppiled, write 

ROBERT E. MILLER & co.., INC.., Rubber Adjustable Tubular 

35 Pearl St., New York 4, N. Y. sgeianaiunpnaeta 














Bakelite Caster Cup 
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“NAT” STANDS OUT 


with the most complete line 


You can simplify ordering and stock handling, and still sell your customers 

the most complete line of high quality fasteners. National makes it possible. 

Handling is easier with National’s uniform packaging. Labeling is big and bold 
and color-coded for quick on-shelf identification and selection. All in all, your stock 
of National fasteners in the trim red and black boxes makes a much better looking, 
more smartly businesslike fastener department. 

And since the National line is the complete line, it pays to think National when 
you think about saving through one-source buying. 
Consider the facts—all the advantages of standardiz- 


ing on National fasteners—and make the National 
line your line, because it stands out in every way. > 


> 5 ational | | 
ppp QB X=, 
Ask Your Distributor . . . He Knows Z S 4 Wy me 


» 
. 


nnn 


THE NATIONAL SCREW & MFG. COMPANY 
Cleveland 4, Ohio 


Pacific Coast: National Screw & Mfg. Co. of Cal. 
3423 South Garfield Ave. « Los Angeles 22, Cal. 





_ Famous 
‘ BOSS 
KEROSENE 
‘BURNERS 











KEROSENE RANGES 
and COOK STOVES 


For Consumer Acceptance 
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_KING-SIZE 
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over the world! 


You're sure of sales and a better profit when you 
sell BOSS .. . the modern buy-word in beautiful 
kerosene appliances around the globe! 


The BOSS line gives you a range or stove to fit 
the needs of any family, with a wide choice of 
instant-heat, highly efficient, adjustable burners. 
That means better, easier, more economical food 
preparation. And, there’s never an installation 
problem since no fuel connections are needed. 


lf you're missing cooking appliance sales, you're 
overlooking the fastest-selling line on the 
market—BOSS! Write today for the profit-packed 
story on the complete line. 


THE HUENEFELD CO. 
CINCINNATI 25, OHIO 
Established 1872 

















